sponsors 


Mickey Mouse 


on ABC-TV 
in 98 Major Markets! 


MICKEY MOUSE CLUB draws over 10 MILLION 
children during the average daily 15 minute 
segment...over 5 MILLION more than the 
NEXT HIGHEST RANKING weekday program! 


MICKEY MOUSE CLUB draws 7 MILLION ADULTS 
(and 67% are women) to every 15 minute 
segment! 


MICKEY MOUSE CLUB has increased its view- 


ers 70% in less than 5 months! 


MICKEY MOUSE CLUB GIVEAWAYS will be 
available to Weather-Bird Dealers! 


MICKEY MOUSE CLUB Weather-Bird sales are 
supported by Jimmy Dodd and the Mouse- 
keteers in a wonderful show with lots of day 
to day appeal. 


MICKEY MOUSE.. . hottest children’s show in TV history...sponsored by... 


Meather Bid Shoes 


Peters, Division of International Shoe Company, St. Louis 3, Missouri 








NEOPRENE SOLES 


give long wear and cushioned 
comfort in safety shoes by 


These low-cut oxfords by Lehigh Safety Shoe 
Co. bring a new style note to safety shoes. 
Light and cool, they feature tops of maple 
tan pebble-grain leather that keep their dress- 
shoe look on or off the job. Soles and heels 
are neoprene to give buoyant support and 
extra wear. 

Resilient neoprene puts a spring in every 
step... takes the fatigue out of standing jobs. 
Soles of neoprene hold their trim profile 
despite exposure to oils, grease, corrosive 
chemicals. They won't spread or soften even 
under extreme heat. 

Work and safety shoes with Du Pont 
neoprene soles look better, wear longer, feel 
more comfortable. They'll make the shoe line 
you make or carry sell faster, too. 


COURTESY: LEHIGH SAFETY SHOE COMPANY 
EMMAUS, PENNSYLVANIA 


ONLY NEOPRENE SOLES GIVE YOU THIS 
BALANCED COMBINATION OF PROPERTIES 





@ Resistance to oils, greases and acids 
@ Resistance to flex-cracking—even at freezing temperatures 
@ Resistance to softening—even in extreme heat 


@ Resistance to abrasion, chipping 


UPOND 


Better things for better living , 
... through chemistry 


NEOPRENE 


— made by Du Pont 
for 25 years City State 


E. |. du Pont de Nemours 

isis & Co. (inc.) 
Elastomer Chemicals Dept. BS-12 
Wilmington 98, Delaware 


Please send me your free booklet, 
“Neoprene Shoe Soles.” 


Name 
Position 
Firm 


Address 


FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET— 7 
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‘H . Quality at your feet is the product of quality-minded people. 
ens” And because our people build quality into every pair of Brown 
shoes, theyre shoes you can build your business on. 


We inspect 
every 


Brown Shoe 
140 times 
to make 
sure your 
customer 
gets a 


flawless pair 


Every Brown worker who performs 

an operation on a shoe inspects it before 
passing it on. Fitting Inspector, 

Virginia Peirick, shown here, is a 15-year 
Brown veteran. 


BROWN SHOE COMPANY 


BRO St. Louis... Makers of: 
a OWN Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 
Scout Shoes * Official Girl Scout Shoes * Life Stride * Westports by Life Stride * Naturalizer 


bnalituy at your feet * Pedwin © Propr-Bilt * Risque * Robin Hood * Robinette * Roblee 
mi f / 
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,;COMPLETE NEW LINE! 


Walk: Coer) 


w > > 
On we 
Lo nenownteo > 


Meet Stylights from WALK-OVER, dress casuals 
designed to make a man comfortable, confident, 
correct from Spring to Fall . . . shoes that feel 
lighter, softer, in hand as well as on the foot. 
Meet the most complete new line in America 

from $14.95 to $19.95 retail, serviced by 
WALK-OVER’S expanded in-stock department. 





Meet WALK-OVER’S new Franchise Plan 


that offers 42% + minimum mark-up with 
a profit dividend on re-orders. 


Meet your WALK-OVER salesman today . . . or 
contact Jean Keith, President, or Bob Fesler, 
Vice-President and Sales Manager. 



































GEO. E. KEITH COMPANY 


BROCKTON 63, MASS. 
47 West 34th St., New York, N. Y. 


P 


See Walk-Over 
at the New York Show 
December 1-5 
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every experienced 
buyer’s choice in good 
resort and summer shoes. 
LEVOR whites stay white. 
They are the most 
thoroughly-proven- 
for-satisfaction white 


leathers tanned. 7 — 


They’re also washable. 


E .... every woman’s color in resort-land 



















G. LEVOR & CO., INC. GLOVERSVILLE, N. Y. 


Tanners Since 1876 
















DARYVOR 
Washable White 


KID, CABRETTA, 
CLOVER CALF & KIP 


and also 


TAN-ART SUEDE 
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Hugh M. Bowen 
1221 Locust St., St. Louis 3, Mo. 


What makes a customer cross the road? 


Paints - 


Your store may be more convenient for your 
prospective customer. But, if your competitor has a 
smart, up-to-date store, with a modern Pittsburgh 
Open-Vision Store Front, chances are he'll get the 
customers while you'll just get the “business.” It’s a 
proven fact that modern people will go out of their 
way to shop in modern stores. 

And one of the best ways to modernize your store 
is with a Pittsburgh Open-Vision Store Front. Pitts- 
burgh Plate Glass Company makes a variety of prod- 
ucts all designed for use in new or remodeled store 
fronts. There’s Pittsburgh Polished Plate Glass, 
Twinpow” Insulating Window Units, and Sorex’ 
Heat-Absorbing Plate Glass to create the big, open- 


Glass - Chemicals - Brushes - Plastics - 


PITTSBURGH PLATE GLASS COMPANY 


In Canada: Canadian Pittsburgh Industries Limited 
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Fiber Glass 


vision fronts. Prrrco® Store Front Metal makes attrac- 
vive glass frames and supporting members. Carrara‘ 
Structural Glass lends its rich, polished beauty to bulk- 
heads, pilasters, name signs and facias. And to com- 
plete the installations there are Tusettre” Doors and 
Hercuuite” Plate Glass Doorway Assemblies. 

For more information on Pittsburgh Store Fronts 
and Store Front Products, just send in the convenient 
coupon. We'll be glad to send you our free store 


front booklet. 


Plate Glass Company 


Pittsburgh quesne Blvd. 


Du 
m 7409, 632 Fort 
ponrsedliors 22, Pennsylvania 


end me a FREE copy 


s 
Please store front booklet. 


of your 
Name 


Address 





See Our Complete New Line 


Popular Price Shoe Show 
December 1-5 


Rooms 519-521 
Sheraton-McAlpin Hotel 
New York, New York 


9° : 
WRITE FOR NEW Over | 00 syle M sich 
CATALOG 5130 doys for immediate delivery 
31 days net 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 





5 saa eS. 
MANUFACTURERS 


PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. 


ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 


SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
6 Boot and Shoe Recorder 





Airfoot 
Another famous name now offers that... —_— feeling! 





PORTLAND SHOE MANUFACTURING co., AIRFOOT HAS 
Portland, Oregon, brings bright-styled bliss . ADVANTAGES APLENTY: 
to homing males with Stag-Mocs. LIGHTER-FOR-DENSITY —yet thinnest 
. layer stands up! 

Hand-crafted of rich, meaty, New Zealand CONTROLLED AERATION~“‘breathes” 
deerskin, satin-lined Stag-Mocs are glove- HOw STAG-mocs without forming weak spots. 


soft and superbly cushioned with a heel-to- ARE CUSHIONED WITHOUT es et eran ea en ee 
UNDUE WEIGHT OR BULK: back for life of shoe! 
toe pillow of AIRFOOT. Lighter for density than other PROVED QUALITY -—years in develop- 
° rubber cushionings — and ment, years in use. 
Here’s one reason why so many Best Names cinnttiens stung AFOOT witestant sci ae 
. H builds durable, flexible soles . ’ its z ~y 
go Airroot: Manufacturer, retailer or that need only the For samples and application informa- 


wearer—AIRFOOT has never let anyone down! softest leather covering. tion, contact: Goodyear, Foam Products 
Division, Akron 16, Ohio. 


MADE 
ONLY 
BY 


WORLO'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 
Watch ‘Goodyear Theater’’' on TV—every other Monday 9:30 P.M., E.S.T Airfoot—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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See Our Complete New Line x € Gor 
Popular Price Shoe Show 8 pr “a0 
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December 1-5 C 


) 
Rooms 519-521 gh 
Sheraton-McAlpin Hotel yt? 
New York, New York ¥ 
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pee COM 
WRITE FOR NEW 8 Westar 
Terms: 9 
CATALOG 5% — 30 days; 53° 


31 days net 
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33 


Over 100 styles in sock 
for ummeduate. delivery 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 


8 


MES Sa TE 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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STEN eee (ntl the, choe bottom charactor 


1 VITA-TEMPERED 
shanks prevent 
twisting, allow 
maximum steel under 
heel for better 
shoemaking. 





3 VITA-TEMPERED 
shanks preserve 
stylish contours 
through perfect 
fitting from ball 
line to heel 


2 VITA-TEMPERED 
shanks protect 
against “run under” 
and broken 
Louis flaps. 


4 VITA-TEMPERED 
shanks provide proper 
support and correct 
shoe tread. 


Graceful, tapering lines and smooth, molded surfaces add 
up to perfect bottom character... the built in eye appeal and 
buy appeal that demands a perfectly fitted shank. 
When using United Shanks you'll find they’re all perfect 
regardless of the production run. Each master model is carefully 
“hand tailored”’ to fit your original last. Every line and curve 
is exactly followed and faithfully shaped in steel... vITA-TEMPERED 
steel that builds solid strength and permanent bottom 
character into every pair of shoes. Check with your 
United representative for the proper selection of your 
VITA-TEMPERED steel shanks...once fitted they’re always perfect. 


Have your shank fitting schedule surveyed by a specialist 


make arrangements with your United Representative. 


VITA-TEMPERED STEEL SHANKS 


United SHCE MACHINERY CORPORATION »- BOSTON, MASSACHUSETTS 
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Cmenieat Sofeal Nol 


The quality sole that walked to fame on comfort 


Because Cush-N-Crepe is America’s original cellular sole* ... the only cellular sole 
nationally advertised to your customers... Cush-N-Crepe has earned a fame that adds 
luster to your own brand name. 

Its respected reputation for extra comfort . . . for bonus wear . . . for the inimitable flair 
of colorful patterns . . . is salable. Cush-N-Crepe on the sole of your shoe can clinch the 
sale for you! 


*Reg. U. S. Pat. Off. 


Your customers respect your shoes 
for this famous name almost as much 
as for your own. So you’re wise to 
mention Cush-N-Crepe by name 
when you advertise shoes that bear 
this quality sole. Your customers 
know that Cush-N-Crepe is 


not on all shoes 
... Just the best ones 


KNURLED 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 
AVON SOLE COMPANY <-: = Avon, Massachusetts 





sparkling new styling! 


jook Of --- 
h new 
rica prefers the free 
Ame 
young 


“ww Off 


Write, wire or phone collect today for complete information about a franchise in your city 
BLUE BONNET SHOES, INC., MANUFACTURERS . 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 
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This illustration will appear in o full-page “Summer Styles’ ad next spring in TRUE and ESQUIRE 


Jarmans have to be GOOD to be FIRST 


FIRST IN FASHION - FIRST IN FIT - FIRST IN FAVOR 


A product doesn’t get to be first in its 
price range unless it offers real satis- 
faction and top value. Jarman, for ex- 
ample, has earned its nationwide popu- 
larity by consistently producing shoes that 
are fashion-right. easy-wearing and priced 
to fit the average budget. 

And customers aren't the only people 
highly satisfied with Jarman shoes. Jar- 
man dealers cash in resoundingly on 
Jarman’s top-of-the-rung_ stand- 
ing. Whether Jarman is first because it 
has so many satisfied customers or has so 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 
DIVISION OF GENERAL SHOE CORPORATION 


many satisfied customers because it is 
first is irrelevant; the important thing to 
consumer and dealer alike is that Jarman 
is first in the things both like. 

The Jarman dealer who is doing well 
(and his number is legion) doesn’t “go 
it-on his own.” Jarman provides him 
colorful, widely read national advertising 
which whets vast consumer interest and 
creates pre-sold customers. Jarman pro- 
vides him window displays and newspaper 
ad mats and direct mail which help bring 
these pre-sold men into his store. Jar- 


man provides him efficient in-stock service 
which enables him to keep a balanced 
stock and a fast-turning inventory. 

Write us today for the particulars 
about joining all the dealers from Mineral 
Junction to Manhattan who are finding 
“Jarman” and “profits” to be virtually 
synonymous. 


styles 



































An open letter 
a to shoe 
eee \ manufacturers 





Thank you -- Mr. Shoe Manufacturer. \ 


In @ comparatively short time our new and most modern Side Leather 
Tannery at South Paris, Maine is now operating at capacity. 


Your reception of the fine leathers produced at this tannery has 
made this possible. We are so confident that our leathers from 
South Paris will be wanted in even larger quantities that plans 
for doubling the capacity of the plant are already under considera- 
tion. 


Again our thanks, it will always be our policy to give you the finest 
leathers possible. 


S. N. Nectow ’ 
President 


A. C. LAWRENCE LEATHER CO. 
A Division of Swift & Company (Inc.) 
Peabody, Massachusetts 






























PROFITABLE OPERATION 





—We have presented Irving Krewson’s views on many 
diverse phases of retailing. This one on “Planning for 
Profitable Operation” is the last of this series and we 
should be pleased to get your reactions. 





—“PROFITABLE OPERATION —In retailing, a 
flash of genius won’t substitute for knowledge of facts 
and while the occasional flashes of genius can help pro- 
duce a successful event, it is only careful meticulous 
planning of the day to day, season to season activities 
that make a profitable smaller store operation possible. 


—“There is a definite basic merchandising program that 
must govern the activities of the smaller store in its 
drive for business. 


—“Day to day selling is the basis of a successful store. 
To stimulate that selling, retailers should plan and hold 
special events. Properly planned and carried out, these 
events increase day to day business and result in more 
satisfied customers who will return to buy. 


—‘Seasonable items require special promotional efforts 
for they must be sold within a seasonable time. These 
promotions will be most effective if you time them with 
the buying habits of your community. 


—“Keep records. Study your last year’s trend and as the 
sales curve rises based on your past experiences, more 
money for special promotion should be invested accord- 
ingly. 


“You should also reserve open to buy and advertising 
dollars for the promotion of special purchases and clear- 
ances after sales have peaked and begun to diminish. 


—“To put it simply . . . You must have a very definite 
merchandising plan. 


—“The smaller store can compete most advantageously, 
if it retains its individuality, remains close to its custom- 
ers and is aggressive.” 
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JUMP/NG-JACKS 


NEWS 


iI 


Johnny and Susie see 
JUMPING - JACKS 
in the comics! 
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@® Millions will see 
JUMPING-JACKS 
4 color ads this spring! 


VAISEY-BRISTOL SHOE CO. « 














Monett, Mo. 


15 











...MOM DOES! 


Children’s shoe business is BIG business. 
But remember this: children don’t buy shoes 
... MOM does! 


That’s why E-Jays are advertised to mothers 
through that most powerful magazine, 
PARENTS’. There mothers read about the 
E-Jay features they look for in children’s 
shoes: Permacounters, the polyethylene 
counters that can’t break down... Guide- 
Step lasts ... long wearing soles... and the 
famous PARENTS’ Seal. 


Mothers by the hundreds also write in to find 
out more about E-Jays, and the name of their 
nearest dealer. For that reason we have pro- 
duced a colorful new booklet that gives 
complete details. Entitled “The Story of 
Happy, Active Feet,’’ it tells a real selling 
story about E-Jays. 


Be sure to get your free copy of the new 


EO 


Nationally advertised in [G.saz20 
PARENTS’ \PARENTS) 


J 
a 


_ and E-JAY GUIDE-STEPS 


ENDICOTT JOHNSON CORPORATION 
Endicott 1,N. Y. St. Lovis 2, Mo. 
New York 13, N. Y. 


E-Jay booklet. And if you’d like a look at 
this new, fast-moving line of shoes, check 
the box in the coupon... we'll send a rep- 
resentative at once. 


Priced to retail profitably at $595 to $695 
Infants’ styles $395 to $495 





ENDICOTT JOHNSON CORPORATION 
Dept. B 
Endicott 1, New York 


Please rush my FREE copy of the new E-Jay booklet 
[_] Also send a representative to show me the new E-Jay line 


Minis BER EAS cae 
Store Name.......... 


Street..... ; 
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Editorial Outlook 





AST quarter estimates indicate that shoe production 
will show a decline from the same period last 
year. While production will be substantially ahead 

of ’56 on an annual basis, we will be far short of the 

industry’s goal of 600 million pairs. Similar estimates 
point to a drop in per capita consumption to a point 
below 1955’s 31% pair figure. 

That makes 1958 an extremely critical year for shoes. 

Trade economists agree that the end of ’58 should see 
the industry close to fulfillment of its purpose. But five 
million or more pairs is a large gap. It will not be closed 
without early and intelligent planning, vigorous, sus- 
tained promotion and hard selling all year long. The 
uncertainties which the events of the past few weeks have 
brought, and those which the next few months may well 
bring, will not make the job less difficult. 

Shoe business started 57 confident that it would be a 
record year. It was. But the showing which the industry 
made during a period of peak prosperity should have 
been considerably better. 


A Difficult Goal 


Some economists foresee ’58 as an especially good year 
for non-durable goods. Increased defense expenditures 
and possible further easing of credit indicate that it may 
be as good or even better than °57. However, assuming 
that the economists are correct and taking full advantage 
of our present momentum, the 600 million mark still 
remains a difficult goal. 

At the start of 57 we were in a strong and very con- 
fident position, but despite the strength of that position 
The industry had 


neither a central promotional agency nor any consistent 


we had one serious shortcoming. 


program of public relations. As a result the opportunities 
at hand were not exploited to their fullest potential. 

One of the most significant accomplishments of 1957 
was the emergence of the National Shoe Institute as the 
official public relations arm of the industry, under the 
sponsorship of the National Shoe Manufacturers Asso- 
ciation, National Shoe Retailers Association, New En- 
gland Shoe and Leather Association and National Asso- 
ciation of Shoe Chain Stores. 

NSI has supplied a much-needed united front for these 
manufacturer and retailer associations. It is the whole- 
some kind of united front that has been so productive 
of successful promotional programs in other industries. 
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1958: Year to Promote 





The Institute has made great progress in less than a 
year despite the difficulty of getting a new program off 
the ground with a very limited initial appropriation. 
Since last March the Institute has conducted a steady 
campaign of releases to newspapers, magazines, television 
and radio. Acceptance by all media has been excep- 
tional. 

The Institute’s first full-scale national program will 
break in 1958. It is a well-engineered plan. Keyed to 
Easter selling, it is the first of several seasonal events 
planned for the year. It is called “The American Family 
Shoe Wardrobe” and it is built around a multi-page sec- 
tion in the April lst issue of Look Magazine which will 
arrive on the newsstands March 18th. The section will 
feature the advertising of some of America’s leading 
branded lines. 

This American Family Shoe Wardrobe advertising will 
spearhead an elaborate promotional and publicity pro- 
gram which is now in preparation. The program com- 
prises press releases for magazines, news and business 
papers, scripts for radio and television programs and a 
consumers’ guide on shoes. Merchandising kits featuring 
display material for the complete promotion will be 
supplied free of charge to retail stores. A shoe supple- 
ment of eight pages is in preparation to be distributed 
to about 575 newspapers. 


Worthy of Support 

The Recorver believes that the Institute's program is 
worthy of support of all shoemen. It believes, too, that 
its real success depends to a very great extent on the 
enthusiasm which it engenders among the retailers of the 
country in the next two months . . . and the manner in 
which they support the campaign at the local level. 
Here’s how retailers can help: 


By keeping abreast of the campaign’s progress in their business 
magazines, 

By availing themselves of all the promotional and display materials 
which the institute offers and using them effectively at the specified 
time. 

By encouraging their local newspapers, radio and television stations 


to get behind the promotion. 
By tying in strong retail Easter advertising with the wardrobe pro- 
motion. 


If the 600 million pair goal is to be realized in °58 
or if substantial progress is to be made in that direction, 
it will necessitate pressing to fullest advantage every pro- 
motional opportunity which presents itself to the indus- 


try ... at all levels, and in all its branches. 













| the Nation’s greatest Rainboot SALES SUCCESS! 


winning customer-friends everywhere 








LUCKY SALES CO., inc. NEW YORK CHICAGO 


47 WEST 34TH STREET 1247 S. WABASH 
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SHEEN FINISH 


a brand new look —* 
of luxury, | 
exclusively it ‘ ; } ’ a : SATIN CLEAR 


SATIN SMOKE 


y) “bt Lewd 4 ~=S ¥ Lefts and Rights 
: 4 SF and a full 
. AP | - 
Kh BEN : 


range of sizes 


(Cood'toetteyng ) re ae (4 to 10) 


$900 
about 2 RETAIL 
N #808 FORM Fil 


#707 UNIVERSAL ; a ‘aN 
for low heels and flats "' \ we 
hi e | eg. oN 


for medium heels 
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SHOES FOR THE LOVELY 


CARMO SHOE MFG. CO. 
ST. LOUIS, MO. 


Surpass, the original RICE grain brings a new dimension 

of texture to this slim, tapered toe, T-strap Classic by Carmellete. 
It is featured.in rich Scarlet, one of the many fine colors which 
have won fashion acceptance for this popular Surpass leather. 


Member of the Kid Leather Guild 


Surpass Leather Company 


10tH AND WESTMORELAND STREETS PHILADELPHIA 40, PA. 
oe? ee 
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The Push for 
Higher Retail Wages 





Rapid Growth 
of Western States 


Sputnik Kills Tax Cut 





SS eIPGIreneiin Newsreel 





by George H. Baker 


Retailing leaders are warning against a foot-in-the-door push for higher 
wage minimums. 

The push is likely to take the form of new legislation to cancel in 
larger stores and in multi-unit operations retailing’s existing exemption 
to the federal wage-hour law. 

But retailing men are telling Congress that this approach, however 
selective, will have the effect of forcing the payment of higher wages in 
all stores—large and small. For smaller stores, even though not directly 
affected by such a law, will be forced to meet the local competition. 
Smaller merchants have exactly the same problems larger stores have 
when it comes to finding—and keeping—competent help. 

“Once coverage is extended beyond the limitations of the present 
statute, all retail and service establishments will be in jeopardy and it 
will be only a matter of time when all will be covered,” the National 
Retail Dry Goods Association states. 

This proposal to increase wages in retailing has been gaining ground 
in Congress. Frankly, it may be voted into law in 1958—unless Con- 
gress senses that most of the nation’s smaller merchants are opposed. 
This is a good time to contact your U. S. senators and congressmen and 
let them know your views. 


For rapid growth, you still can’t beat the 11 Western states. Latest 
figures from the U. S. Census Bureau show that the Pacific Coast and 
Rocky Mountain states are running far ahead of all other areas of the 
U. S. in population growth. What’s more, there is no evidence that the 
boom will slow down any time soon. 

Take due note of this eye-opening rate of growth: The 11 Western 
states have gained in population by about one-fourth since 1950! (The 
count has risen from 19.6 million to 24.1 million, an increase of 23.1 
per cent.) 

Nationwide, the U. S. population rose by about 11 per cent. 

The North Central states (12 states) gained 11.2 per cent—from 
44.5 million in 1950 to 49.4 million in 1956. And the Northeast states 


(New England and the North Atlantic States) gained by 6.4 per cent 
The states with the largest gains in recent years are Arizona, Nevada. 


and Florida. All increased in population by more than 40 per cent. 
Other states with gains well above the national average: California (27 
per cent), Colorado (23 per cent), Utah (20 per cent), New Mexico 
(19 per cent). 


Elsewhere, healthy gains were registered in Delaware (31 per cent), 
Maryland (21 per cent), and Michigan (19 per cent). 


Has the Russian sputnik killed chances of a tax cut? 

Probably so. 

Even before the Reds astonished our military men by successfully 
Jaunching their earth satellite, the prospect that next year’s session of 
Congress would vote lower rates was not very bright. Rising govern- 
ment expenses were eating into the Treasury’s slim surplus. 

Now, the prospect of tax reduction has fallen sharply. 
Top-ranking officials of the Eisenhower Administration are dropping 














Prices Up, Wages Up, 
Profits Down 











Military Spending Rising 
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broad hints that tax cuts should be skipped in the interests of national 
security. (Spending for missiles is on the rise.) 

Take a look at these recent statements: 

“Maintaining our superiority in military strength must always take 
priority over the understandable desire to reduce our taxes.”—Vice 
President Nixon. 

“Sacrifices will continue to be required, in the form of individual 
effort or impersonal effort in the form of taxes.”—-Deputy Defense Sec- 
retary Quarles. 

All of which means that if a tax cut is voted next year, it must be 
“sold” to Congress on the grounds that it is a needed stimulant to busi- 
ness, and not because the Treasury can necessarily afford it. 


The government is confirming what most manufacturers already know— 
that prices and wages are headed for new peaks by the end of the year, 
but corporation profits are lagging behind. 

More and more firms find themselves caught in cost-price squeezes. 
This is draining the strength out of profits, for in many cases the higher 
costs of doing business are being absorbed instead of passed on to cus- 
tomers. 


National income was at the rate of $375 billion in the first half of this 
year. This is 54% per cent ahead of the same period in 1956, which was 


a record high. But most of this gain is due to higher wages and to 
higher total employment. 


Profits, far from sharing in the 5% per cent gain are still chugging 
along at the 1956 rate. 


In the first six months of 1957, profits were running at the rate of 
$41 billion, including taxes and inventory gains. 

The pinch could grow worse before it gets better. But improvement 
is in sight for first-quarter 1958. An upsurge in government spending. 
coupled with the possibility of tax reduction, could inject some badly- 
needed pep into the sagging profits picture. 


Military spending, after having leveled off in recent months, is on the 
rise again. Increased outlays for rockets and missiles is chiefly respon- 
sible for the gain in dollar volume. And heftier amounts for research 
and development also are helping push the military spending total to new 
heights. 

Don’t expect new contracts to be handed out freely, as they were in 
past periods of war crisis. A wartime budget is not in sight. The rise 
in spending will be moderate in degree. Although there is considerable 
pressure being put on the Defense Dept. hy individual congressmen to 
start spending wildly, nothing like that is in the cards. 

But the $38-billion ceiling on defense spending that was imposed last 
summer by former Defense Secretary Wilson is now obsolete. 

What’s in the making now is a modest increase of up to $2 billion 
in this year’s total defense budget. This will bring the total amount to 
about $40 billion. 

[TURN TO PAGE 58, PLEASE] 
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Brings deep-cushion comfort 
to the smartest shoes 


Imagine a shoe cushioning material that ac- 
tually floats the foot — gives barefoot 
comfort wherever you go. That’s Cushion 
Cork®, an utterly new material made from 
cork, nature’s own foam. Cushion Cork al- 
ways gives you the exact cushioning you 
need. It yields in direct proportion to your 
weight — less when you are standing, more 
when you walk or dance. Though it cradles 
your foot gently, Cushion Cork always 
keeps ample buoyancy in reserve. It simply 
can’t get tired or pack down or lose its 
ape. For true deep-cushion comfort, there 
ever been a cushioning material like 
lion Cork. You'll find it now in the 
mmest, trimmest shoes for street, dancing, 
al Wear. Armstrong Cork Company, 
Pennsylvania. 


(Armstrong CUSHION CORK 


... the natural foam for deep-cushion comfort 
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COMPLETELY DIFFERENT MATERIAL, 






Tips on selling shoes 
cushioned with 
new Cushion Cork 


CONTAINS NO RUBBER 


Here’s an exciting new story to tell, about a new kind of comfort—deep- 
cushion comfort. New Cushion Cork® is a remarkable new cushioning ma- 


terial that contains no rubber whatsoever. It gives a new kind of comfort— 


cushioning in depth—DEEP-CUSHION COMFORT. 





The secret of this deep-cushion comfort 
is a revolutionary new way of combin- 
ing finely ground cork—nature’s own 
foam—with a newly developed binding 
material that’s as flexible as cork itself. 





New Cushion Cork compresses in direct 
proportion to body weight. When you 
stand quietly, Cushion Cork yields just 
enough to float your foot gently, yet pro- 
vides the support needed for comfort. 





Send for free, cube-shaped sample of this 
new material. Test the gentle, deep-cushion 
comfort of new Cushion Cork for yourself. 
Write Armstrong Cork Company, 6309 Del- 
aware Avenvé, Lancaster, Pennsylvania. 


The new Cushion Cork is a visco-elastic 
material. It compresses under pressure 
and returns to its original thickness at 
a smooth, even rate. This makes it a 
natural, highly efficient shock absorber. 


When you walk or dance, new Cushion 
Cork yields proportionately more. It 
absorbs foot impact smoothly and then 
flows—not springs—back to place for 
truly luxurious, deep-cushion comfort. 


By contrast, purely elastic shoe cushion- 
ing materials act like a spring. They 
bounce shocks back into the foot at 
every step and so tend to increase 
rather than lessen common foot fatigue. 





This comfort /asts. Cushion Cork re- 
tains up to 4% times more cushion than 
conventional low-density materials of 
equal thickness . . . abundant protection 
against heat, cold, and hard pavements. 


Armstrong CUSHION CORK 


...the natural foam for deep-cushion comfort 
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West Coast Show Inspires Full-Line Buys 


LOS ANGELES — Most orders 
written at the Spring Market Week 
showing at the Alexandria and 
Biltmore Hotels and the Haas 
Building were full-line buys. There 
was little evidence of obvious sam- 
pling. Registration of buyers hit an 
all-time high. 

The show indicated conclusively 
that the needle toe has proved itself. 
Stocks of round toes on retailers’ 
shelves have been cleared out. 

A number of manufacturers’ 
representatives pointed to an inter- 
esting practice of retailers making 
first buys in true needle or modified 
toes—a 50-50 ratio was usual. How- 
ever, on second buys and fill-ins, the 
proportion ran 60-40 or even 75-25 
in favor of the true needle. 

The dominance of the pointed 
toe, though common elsewhere, can 
only be said to have become the 
case here—even in flats and casuals 
—with this shoe. The fall show six 
months ago pointed the way. 

A general trend toward higher 
quality shoes continued. 

Black dominated the style picture 
in various models of patent, silks, 
calfs and combinations. A_ hard, 
bright shade of red is expected to 
be No. 2 color. Gold, silver and 
yellow patent leather will probably 
have some importance. 

Fabrics were widely used _ in 
prints, silks, brocades and embroi- 
deries. 

Texture was also all-important. 
Peppered patents, shrunken and 
embossed grains, texture prints 
were seen in every display room. 
Sometimes the texture was the re- 
sult of imprinting, sometimes from 
a combination with grosgrain 
fabric, but the grained feel was 
always there. One firm reported 
success with a red, shrunken-grain 
patent leather pump in a pointed 
toe and with a fairly closed throat. 

Big news at the show was co- 
ordinated handbags. From 50 to 90 
per cent of almost every line shown 
had co-ordinates available. Traffic 
in the bags was heavy. 
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Co-ordinated handbags created tremen- 

dous interest at the West Coast Shoe 

Show. Bill Solar, of Citations, observes 

the effect as a model carries the fabric 
shoe and bag combination. 


The importance of fabric pumps 
contributed to this tendency. Dealers 
felt that unless the handbag is sold 
with the shoe, the customer will have 
nothing to carry along except black 
leather. The same thing was thought 
to be true of the important red 
shoe. Retailers therefore expect 
sales of co-ordinates to be bigger 
and easier. 

Styles on display showed pumps 
to be far from obsolete, though the 
bulk of the action same in instep 
straps cut wide open at the sides. 
Three-eyelet ties were big, and 
closed-toe and open-back on high 
and mid-heels. Black-and-whites and 
blue-and-whites are still with us in 
these spectator pumps, as_ they 
probably always will be. T-straps 
got a lot of action, as did closed-toe 
slings. 

Heels have become about as slim 
as they can get without chipping 
the sidewalk or cutting holes in the 
rug, so the beginning of a trend 
toward a little more substance in 
heels was observed. In patterns, 
some harlequin-effect was shown, 
with one side blue, one side white 
or red. 

Vinyl is no longer a_ novelty 
material but has taken its place 
as a standard. It seemed to hold its 





usual proportion in the items 
shown. Raffia, straws, and synthetic 
nylon imitations of these materials 
will be very important in the selling 
picture this spring. 


Speaker Cites 18 Reasons 
Contributing to Retail Failure 


VANCOUVER, B. C.—The differ- 
ence between success or failure in 
retail shoe business can be traced 
to any one or all of “the 18 mortal 
sins of retailing,” declared William 
A. Rossi, field editor of BOOT AND 
SHOE RECORDER, who was the fea- 
tured speaker at the luncheon of the 
Pacific Travelers Shoe Show in Van- 
couver, British Columbia, Novem- 
ber 18. Some 1000 Canadian and 
U. S. shoe men attended. 

Mr. Rossi’s list of “the 18 morta! 
sins of retail shoe business” were as 
follows: (1) Failure to apply a fair 
markon and realize a decent profit; 
(2) failure to carry depth in sizes; 
(3) failure to control the spread of 
shoe styles and types; (4) failure 
to re-size and re-order frequently 
enough; (5) failure to control the 
wide, thin spread of prices or price 
brackets; (6) failure to control the 
craze for volume—with consequent 
neglect of services; (7) failure to 
control over-promotion that leads to 
a reputation as a “bargain base- 
ment” store and cuts into sales at 
regular prices; (8) failure to keep 
adequate store and sales records; 
(9) failure to get rid of dead or 
slow-moving merchandise fast 
enough; (10) failure to maintain an 
efficient cost-control system; (11) 
failure to control over-emphasis on 
price as a selling instrument; (12) 
failure to acquire and apply fashion 
coordination knowledge as a selling 
tool; (13) failure to use a regular 
sales-training program for’ the 
store’s floor personnel; (14) failure 
to promote the store’s services; (15) 
failure to identify the store or repu- 
tation with specific products or ser- 
vices; (16) failure to keep abreast 
of changing markets and trends; 
(17) failure to use a publicity pro- 
gram locally, and (18) failure to do 
a consumer-education job locally. 





Philadelphia to Promote Shoes Downtown 


RECORDER editorial page keynoted downtown shopping problems, the subject of 
a recent Philadelphia Retail Shoe Merchants Association meeting. Stanley Berger, 
president, left, and Ben Finn, secretary of the group, exhibit a blow-up of the page. 


PHILADELPHIA—A Downtown 
Shoe Council, created to cope with 
retail shoe problems in the center 
city area, has been formed here by 
the Philadelphia Retail Shoe Mer- 
chants Association during its recent 
meeting. 

The new council will meet shortly 
to lay out its plan of operation and 
to seek ways of working with other 
downtown retail groups. In addition, 
it will develop a plan for intensive 
promotion of the downtown area. 

Chairman of the new council is 
Emanuel Wachstein, executive vice- 
president of Geuting Shoe Stores. 
The committee consists of Sol 
Berger, Gene Sabel, Bernie Badder 
and Ben Finn. Mr. Finn made the 
proposal to form the council. 

During the meeting, several 
major downtown problems were dis- 
cussed, including parking and public 
transportation. Two guests, one 
from the transit system and another 
from the convention bureau, spoke 
of programs affecting downtown 
retailing. 

George Hamilton, speaking for 
the Philadelphia Traction Company, 
discussed his firm’s expenditure of 
$36 million in the past two years 
for modernizing public transporta- 
tion. He indicated that the last of 
the trolley cars will be scrapped 
within the next two months. These 
will be replaced with more easily 
managed buses thus reducing con- 
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gested traffic conditions. In addi- 
tion, P.T.C. plans to inaugurate a 
downtown shuttle service during 
store hours at a reduced fare for a 
three month trial period, he said. 

The work of the Philadelphia 
Convention and Visitors Bureau was 
explained by its representative, 
William Moore. “Convention trade 
shows are big business,” he said, 
noting that such shows can signifi- 
cantly boost downtown sales volume. 
Eight recent conventions, he said, 
spent an estimated $4,860,000 or 
$13.16 per person in the downtown 
area. Mr. Moore stated that the 
bureau’s function is to sell Phila- 
delphia as a convention city and aid 
groups in setting up their conven- 
tions here. 

Stanley Berger, president of the 
association, pointed out that chil- 
dren shoe sales have dwindled in 
center city mainly because of the 
growth of suburban shopping areas. 
High heel shoes sales, he added, 
have also fallen. 

A number of ideas were offered 
to solve downtown problems, most 
of which were directed to the 
Council for further examination. 
The most heartily endorsed was a 
full page newspaper promotion of 
downtown retail shoe stores as a 
group. “Downtown has everything,” 
was a suggested theme. 

Downtown parking was also dis- 
cussed. Although it was conceded 


that ample parking space exists, 
most members felt that parking 
charges are too high. 


Future of Downtown Shopping 
Subject of $120,000 Study 


PROVIDENCE, R. I—A $120,- 
000 use survey has been started to 
question 3600 owners and tenants 
of space in downtown Providence. 
Carried out under the Downtown 
Master Plan Project. the survey is 
planned to determine how these 
companies or individuals use their 
space, whether they own or lease, 
what percentage they use for stor- 
age, the adequacy or inadequacy of 
their facilities, and whether they 
could use more space. 

The study also includes the per- 
sonnel side of business, asking the 
number of employees and how these 
people get to work. It also takes in 
the harassing problem of deliveries 
and incoming stock handling. 

The extensive study is being 
made to determine what changes 
must to made to keep the down- 
town shopping center in the spot- 
light. The answers will provide the 
basis on which to formulate a long- 
range area-wide plan to boost busi- 
ness in these stores. 

The study is being financed by a 
grant of about $80,000 from the 
federal government, by $20,000 
donated by business men through 
the Providence Chamber of Com- 
merce, and by the City of Provi- 
dence which is providing some staff 
services. It is expected to take two 
years; the mailing of the question- 
naires is the first step. 


Regal Display at PPSSA 
Is Four Months in Advance 


NEW YORK — A Regal Shoe 
Store spring window display is 
being shown to visitors of the 
Popular Price Shoe Show here, fully 
four months in advance of actual 
installation. 

The window is being featured in 
co-operation with National Shoe 
Institute to tie-in with its country- 
wide promotion, the American 
Family Shoe Wardrobe. 

The purpose of the window is to 
demonstrate to retailers how they 
can tie-in to the American Family 
Shoe Wardrobe promotion and how 
they can use the material in the 
free merchandising kit being pre- 
pared by NSI and Look Magazine. 
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Beggs & Cobb Will Close Out Tannery Operation 


BOSTON—The stockholders and 
board of directors of Beggs & Cobb, 
Inc., 80-year-old leather tanning 
company, with a tannery in Win- 
chester, Mass., have voted to sell the 
company. Negotiations, a company 
spokesman said, are being conducted 
with possible buyers. The sale, he 
emphasized, will include not only 
the company name and Winchester 
tannery, but also the company’s 
subsidiary, Maine Leathers, Inc., 
with a tannery in Dover-Foxcroft, 
Me. 

Before the announcement, a state- 
ment by Sydney A. Beggs, chair- 
man of the board, said the directors 
had decided to stop operations at 
Winchester. 

“This decision,” Mr. Beggs said, 
“was based on the simple economic 
fact that Winchester’s operations 
are not profitable. Our board re- 
grets the necessity for ceasing oper- 
ations in the tannery which has been 
our company’s principal activity for 
nearly 80 years since its founding 
by my father and Elisha Cobb. 

“For the past two years,” con- 


tinued Mr. Beggs, “we have en- 
deavored in every way possible to 
restore Winchester to a profitable 
position. Our management and our 
employes have cooperated in this 
endeavor. We have utilized the best 
thinking of top engineering con- 
sultants. Although some progress 
has been made, it has not been 
enough to warrant further stock- 
holder support of an unprofitable 
operation.” 

Word that a buyer was being 
sought for the Winchester tannery 
came from G. Burton Davy, presi- 
dent of Beggs & Cobb. “This ex- 
ploration,” said Mr. Davy, “is con- 
tinuing and there is some possi- 
bility that a transfer of ownership 
of the Winchester tannery may yet 
be effected during the two or three 
months that the tannery will con- 
tinue in operation.” 

It has been confirmed, however, 
that more than the Winchester tan- 
nery is involved and that sale nego- 
tiations, now under way, include 
not only the parent company but its 
Maine subsidiary, as well. 





Two Shoe Unions Set Sights on Flat 10 Per Cent Rise 


BOSTON—Two shoe unions, 
which early in December start new 
contract negotiations with Massa- 
chusetts manufacturers, have 
served notice that both will ask 
for a flat increase of 10 per cent in 
wages. The unions involved are the 
Brotherhood of Shoe and Allied 
Craftsmen whose members are em- 
ployed in the Brockton area, and 
the United Shoe Workers of Amer- 
ica, most of whose members are 
employed by women’s shoe manu- 
facturers in other parts of eastern 
Massachusetts. 

Included in the Brotherhood de- 
mands, according to John Jankow- 
ski, the union’s president, are not 
only the 10 per cent hike in wages 
but three additional paid holidays 
—bringing the total to 10; a 50 per 
cent increase in hospitalization and 
insurance benefits; a two-week va- 
cation after one year’s employment; 
and an 800 per cent increase in pay 
for days worked during the vaca- 
tion period. 

Angelo Georgian, regional exec- 
utive director of the USWA, said 
his union, in addition to the 10 per 
cent wage increase, is also asking 
for a pension plan similar to the 
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one negotiated recently with the 
International Shoe Company; a 
shutdown vacation of two consecu- 
tive weeks; an additional paid holi- 
day on April 19, making a total of 
eight; an increase in hospital, med- 
ical and insurance benefits, and a 
new, graduated vacation plan to 
replace the current one. The present 
plan provides one week for one year 
and two weeks after five. 

The graduated vacation plan 
would provide for one week after 
one year of employment; one week 
and one day after two years; one 
week and two days after three 
years; one week and three days 
after four years; and two full weeks 
after five years. 


O’Sullivan to Raise Prices 


WINCHESTER, VA.—O’Sullivan 
Rubber Corporation announced a 
price increase of approximately 
three per cent on its line of rubber 
heels, soles and slabs for the shoe 
manufacturing industry. 

The increase is made necessary by 
rising manufacturing and freight 
costs, according to Harry E. Dieck- 
man, manager of shoe factory sales. 


Earnings of Shoe Workers 
Rose 37 Per Cent in August 

BOSTON — Massachusetts shoe 
workers average hourly earnings 
rose from $1.21 in June of 1950 to 
$1.66 in August, 1957, an increase 
of 37 per cent, according to an 
analysis of official government data 
by the New England Shoe and 
Leather Association. During this 
same period the cost-of-living in 
Massachusetts rose 20 per cent. 

It is interesting to note, the asso- 
ciation said, that in the period Jan- 
uary, 1956, to August, 1957—the 
latest month for which this figure is 
available—average hourly earnings 
increased from $1.52 to $1.66, or 
9.2 per cent. The cost-of-living in 
the state rose .4 per cent during this 
period. 


J. F. McElwain Company 
Closing One Production Unit 


NASHUA, N. H.—The J. F. Mc- 
Elwain Company, producer of men’s 
welts here, will eliminate one of the 
production units operating in its 
North Main Street plant if the com- 
pany’s directors approve. 

Francis H. Gleason, president of 
the firm, said the New Hampshire 
Shoe Workers’ Union of Manchester 
had so been notified. 

Purpose of the action, according 
to Mr. Gleason, is to consolidate 
operations to increase efficiency. He 
said that though 300 workers will 
be affected by the move, he expected 
that “a substantial number of these 
will be re-employed in other Man- 
chester plants operated by the com- 
pany.” 


210 Meeting December 11 


BOSTON—Walter Williams, Un- 
der Secretary of Commerce, will 
address the 18th annual meeting 
of The 210 Associates, Inc., at the 
Hotel Somerset, here, December 11. 
The other featured speaker, Irving 
Edison, executive vice-president of 
Edison Brothers Stores, will speak 
on the topic “The Shoe Business, 
an Appreciation.” 

Mr. Williams took office as the 
Under Secretary of Commerce in 
1953. A prominent banker of 
Seattle, very active in civic affairs, 
he was the national chairman of 
Citizens for Eisenhower in 19652. 
Harry Bass is chairman of the 
dinner committee. 





Rand Directs Up-Grading Appeal to the Shoe Industry 


ST. LOUIS — Down-grading of 
shoes in price and quality has “gone 
far enough” in the opinion of 
Henry H. Rand, president of Inter- 
national Shoe Company. 

Speaking before members of the 
Southeastern Shoe Travelers, Inc., 
in Atlanta, Ga., November 11, Mr. 
Rand said, “I don’t want to hurt the 
feelings of any manufacturer or of 
any retailer when I say this, and we 
may have been guilty of the prac- 
tices ourselves, but I have yet to 
see beauty in some types of foot- 
wear which are on the streets, which 
seem to be so cheaply made and so 
cheaply fitted that it is surprising 
they can be worn at all. I do not 
believe we do any good to the public 
by letting them spend their money 
on that kind of a product, nor do 
we develop respect for our manufac- 
turers and retailers or for our mer- 
chandise by doing so.” 

“Grade up, quit down-grading— 
that is my suggestion,” he added. 
Shoe men were urged to “make 
shoes of materials in a way which 
earn for themselves the respect 
which people should have for shoes, 
and which will earn for those of us 
in the industry a better profit.” 

Working toward an up-graded 
product, Mr. Rand pointed out, will 
involve a long, hard struggle, but 
the up-graded_ profit resulting 
“should produce more satisfactory 
conditions for everybody concerned 
with it.” 

In his talk before the Southeast- 
ern Shoe Travelers, Mr. Rand sug- 
gested also that a strong fight be 
made to increase the per capita pur- 
chase of shoes. 

“If shoe consumption in the 
United States is permitted to re- 
main at present per capita rates,” 
he stated, “then increases in the 
present requirements of 580 to 600 
million pairs will be limited to popu- 
lation growth and no one of us can 
substantially increase our present 
volume without taking some volume 
away from the other. In that proc- 
ess, somebody gets hurt. This is not 
a ruthless statement; it is merely 
acknowledging a process which is 
inherent in our free enterprise com- 
petitive system.” 

“There is another way, though, 
in which we can increase the vol- 
ume of our business. It is by get- 
ting the public to buy more shoes 
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per person. I know that many of 
you will say that this can’t be done, 
that it has been tried before and 
has failed. I am unwilling to ac- 
cept a defeatist’s attitude in this 
regard. I do not believe that pro- 
gressiveness which is within the 
shoe industry will stand long in a 
defeatist’s attitude.” 

“People do not buy only what 
they need; they buy what they want 
and what they can be induced to 
buy. Other industries are not 
stopped at a limit of what people 
actually need. If so, where would 
the sale of new automobiles be? 
Our effort should be to divert a 
larger part of the expenditures of 
the buying public in the direction 
of shoes. Our effort should be to- 
ward presenting our products in a 
way which will make people want to 
buy more of them.” 

Mr. Rand concluded by pointing 
out that the shoe industry is begin- 
ning to experience a “new climate,” 
with everyone pulling together to 
get a greater share of the consumer 
dollar and to get a better profit. 


May and Daniels & Fisher 
Stores to Merge in Denver 


DENVER—Both the May Com- 
pany and Daniels & Fisher names, 
as well as the best merchandising 
features and lines of both stores 
will be retained in the merger of 
the two Denver companies. Opera- 
tions and personnel of the two stores 
will be combined when the new com- 
pany’s new store is completed next 
spring in William Zeckendorf’s $35,- 
000,000 downtown Court House 
Square project. 

The women’s and children’s shoe 
departments at Daniels & Fisher’s 
pose a problem, since they have been 
leased, and the May Company does 
not lease departments. Official 
spokesmen, however, said that as 
many quality lines as possible that 
have been handled by Daniels & 
Fisher will be added to the new 
store’s lines. Much of the shoe-sell- 
ing personnel will be absorbed in 
the new store, which will occupy 
more than twice as much space as 
at present. 

Morton D. May, president of the 
company, announced that David 
Touff, May Company general man- 
ager, will direct the combined oper- 


ations. Mr. Touff, who is also a 
national vice-president of the May 
Company, has appointed a general 
merchandise manager, Jerome M. 
Nemiro, who has been ready-to-wear 
merchandiser for the May Company 
for the past nine years. 

Mr. May said it is impossible to 
state the exact value of the Daniels 
& Fisher assets, purchased by the 
May Department Stores Company, 
pending final inventories, but he 
estimated them at $3.5 million. 

Until the two stores are combined 
and move into their new store, hous- 
ing 400,000 square feet, early next 
summer, business will go on as 
usual in the two stores. 


October Shoe Output Holds 


NEW YORK — Estimated shoe 
production in October totaled 51.6 
million pairs, the same as output 
for October, 1956, according to a 
report by the National Shoe Manu- 
facturers Association. The gains in 
youths’, boys’, women’s, and infants’ 
footwear were offset by a decline 
in the other major categories. 

The association said production 
in November, based on manufac- 
turers’ reported schedules, is esti- 
mated at about 45.5 million pairs, 
a decline of about two per cent from 
November, 1956. 





President of U. S. Shoe 
To Be Honored at Luncheon 


A. B. Cohen, president of the U. S. Shoe 
Corporation, who will be guest of honor 
at the shoe industry's luncheon on be- 
half of Joint Defense Appeal, December 
11, in the Hotel McAlpin. A prominent 
member of the board of governors of 
Hebrew Union College and Jewish Insti- 
tute of Religion, he will be cited for his 
“distinguished service to the cause of 
human rights." 
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DURALENE 


a 


¢ sells shoes x 


When customers unconsciously reach out just to touch the smooth, lustrous surface of your shoes, the sale 
is well underway. Nothing stimulates the desire to buy like the rich look of DURALENE finished shoes. 

Whether you want the deep, ‘‘see-into”’ aniline look — or full coverage, whether you want a mellow sheen — 
or high lustre, for all types of shoes — for men, women, or children... DURALENE does it best. 

AND the shoes you finish with DURALENE stay that way, because DURALENE holds up, is highly 
resistant to water, and extremely durable. 


Add the richness and beauty of DURALENE to your sales force today. DURALENE® 


A product of B B Chemical Co. 


DISTRIBUTED BY U nited SHOE @M MACHINERY CORPORATION, BOSTON, MASS. 





Tip Top, 
from the line of 
Ward Hill Shoes for Men 


by Knipe Bros., Inc., 
Ward Hill, Mass. 


put a 

fine point 

On a man’s dress 
shoe, make it of 


KANGAROO 


Take Ward Hill Tip Top, for example. Supple, last-hugging 
Kangaroo emphasizes the slim contour of this sleek, bright-black 
best seller in the Ward Hill line. And gives it the glove-like 
comfort that makes a try-on a sure sale. 


There’s no better way to profit from the ever increasing demand 
for lightness, comfort and durability in men’s dress shoes than 
to make them of fine Kangaroo Leather tanned in the U. S. A. 


That’s a demonstrable fact. Write for working samples to one of the 








DOUGLAS 
‘““Comforteers’”’ 
Youthful styling 


in shoes with 
built-in 
sales appeal 



















SHOES OR MEN 


Loiiyle 


The typical shoe customer these days is a pretty sharp man. 
He recognizes a value when he sees one and he keeps up 
with current style trends. That is exactly why so many men 
are buying W. L. Douglas shoes. Douglas shoes give 

smart, up-to-the-minute styling and easy wear at reasonable 
price. Take “Comforteers,” for example — youthfully 

styled and superbly constructed of premium leathers, with 
special built-in comfort features (see diagram below) 

to make them sell almost on sight. “Comforteers” look and 
feel and wear like shoes that cost much more. Though they’re 
the “aristocrats” of the line, the Douglas line for spring is full 

of other promotable new style treatments and new leathers 

and colors and types of shoes. The entire Douglas 
proposition — shoes, display and promotional aids, national 
advertising — is geared to help dealers sell more pairs 


to more men. Write today for full details. 


G2633 — four-eyelet moccasin- 
toe “Comforteer” blucher in 
black. Leather sole, rubber 
heel. (Also available in 
brown—G 2623. ) 


$Qeo to $4 @25 


most styles 





W. L. Douglas Shoe Company, Nashville, Tennesse 
A subsidiary of General Shoe Corporation 




















New resin impregnation process adds up 






to 50% more wear to oak sole leather... 






doubles its water resistance...prevents 






slipping and skidding. Adds more flexibility 






...actually makes leather better than leather. 







It is typical of the many new, exciting ideas 


being created today by Armour Leather. 











Armatan sole leather gives you many extra 
benefits. Superior wearing quality from every 
area of the bend—no wasted leather, less sort- 
ing necessary. Cuts, works and cements easily 
—no ragged edges, no tempering or mulling 
needed. Comes with a good finish in a dis- 
tinct rich color, ready to take a high waxing. 
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ARMOUR LEATHER COMPANY 
JN 426 West Randolph Street + Chicago 6, Illinois 
210 South Street + Boston 11, Massachusetts 


2 Jacob Street + New York 38, N. Y. 
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910: WHITE 


Price $3.55 
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WHITE Unlined 
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...a sure-fire sales hit in your biggest market! 





ibe 


+e KAW 9 


COMPLETE IN-STOCK SERVICE 
Terms 5%—30 days f.0.b. Reading, Pa. (| 


omens” 





NEED NEW SALES ACTION? Here's the answer. 
Get new customers early—when they will mean plenty of repeat 
orders. Flexible Baby Shoes give you more features to sell and 
more reasons for your customers to buy. Order now or write for 
new catalog. SAMPLES IN: Room 411, Marbridge Bldg., 47 W. 
34th St., New York City; Room 805, Alexandria Hotel, 5th & 
Spring Sts., Los Angeles. 


Curtis - Stephens -Embry Co. READING, PA. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 






1202: WHITE Unlined 





Price $2.95 




















This Lively Modern Shoe designed 
for Buoyant Youth is motivated by 








Town & Country Shoes 


T & C’s “JODHPUR”’ meets the demand of 
young America for footwear that is airy, 
bouncy and smart. SHUGOR supplies the 


easy-on-and-off feature of 







this popular number. 





saat 


THOMAS TAYLOR & SONS 
Hudson, Massachusetts 





TAYLORED -TO-FIT ® 





COPR. 1957 THOMAS TAYLOR & SONS 
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is the hue in a 


TRACT GADA IMIS 


shoe that walks off with ./7 Mall honors! 


JON 


EOI BSCEIMIAINGS 
CAIUS 


smooth, luxurious, long-lived. A wing-tip bal oxford on the Royale last; 
12-edge sole, leather-and-rubber heel. #594 Admiral Blue .. . available 
in stock in Hubschman’s black and brown by Stacy-Adams Co., Brockton, Mass. 
E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
Fashion Office: Empire State Building, New York 1 
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VI. W. Locke always deals you a 


Sales Waning 


Hand / 


WITH THE DR. LOCKE LINE YOU’RE A REAL MONEY WINNER 
BECAUSE YOU HOLD ALL THESE ACES: 





COMFORT THAT DARES ; 
TO BE BEAUTIFUL 


are aces in 


hoes 
pr. Locke S nd quality. 


comfort, style @ 
That's why they 


are perfect for profit! 


> 
C0-0P A 


NEWSPAPER 
ADVERTISING fe FULL Prorir, 
MONTH AFTER MONTH 


The Dr. Locke line assures 
high Maintained Markup 
with the minimum of 


Dr. Locke’s cooperative 
newspaper advertising 
policy helps you do an 


outstanding job of 
local market a markdowns, Big repeat 
business enables you 


V to make full 
Profit month after month 


a * 








No. L-315 Cherry Red Calf No. L-387 Cognac Brown Calf 
No. L-3604 Black Calf No. 1-397 Flight Blue Calf 


CONNIE 


No. L-3828 Brown Bucko 
Brown Calf Trim 


CONQUEST "0. 1-368 Black Bucko 
Black Calf Trim 


No. L-3938 Admiral Blue Bucko, Admiral Blue Calf Trim 


Dr. Locke's In-Stock Catalog shows the range of merchan- 
dise which we can ship for immediate sales and profits. 


makers in the 


V 


Seung 
FREES 


Dr. Locke line 


PLYMOUTH _ewno. 1-2635 Black Kid. No. L-2740 White Kid 


“A OCKE 


SHOES 


LOCKWEDGE SHOE CORPORATION OF AMERICA 
280 So. Front Street, Columbus 15, Ohio 





For your In-Stock Catalog and full information about Dr. 
Locke Shoes. write today! 
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| Vata of the ‘Trade 


EMANUEL GOODMAN of Kay’s Shoe 
Store in Chester, Pa., feels very strong- 
ly that the urge that translates win- 
dow shopping into the definite action 
of going into a store and at least han- 
dling the shoes that looked so attrac- 
tive in the window, can be no more 
positive than the timely setting of new 
shoes in eye-catching window arrange- 
ments. 

He says: “No matter where your store 


is located, you must admit that many 
more people idly pass your windows 
during the week than come into the 
store. .. . Therefore, display windows 
give the most direct message to shop- 
pers and provide the decisive point of 
action. 

“Constant change of seasonal mer- 
chandise keeps your stock interesting 
to customers and that’s the only way 
to grow and prosper in the retail busi- 
ness. We redecorate and change our 
window displays every week. Some- 
times it may not be anything more 
than simply switching shoes around 
in displays from one window to the 
other. But any change of new arrange- 
ment is worthwhile for it makes cus- 


tomers stop and look.” 
* * cal 


¢ JOSEPH F. EBERLE of the Eberle 
Tanning Company, Westfield, Penn- 
sylvania, defined a demoralizer as the 
exact opposite of a tranquilizer . 

“a person who sees blue, talks blue, 
acts blue and is just naturally de- 
structive to profit and his own com- 


December |, 1957 


? 


pany’s reputation.” He indicated that 
time and again, and in every branch 
of the industry, a few demoralizers 
pull the plug for the vast majority. 
Somehow or another the same handful 
of individuals is always responsible 
for an entire division or group getting 
off on the wrong track. 

“Leather merchandising has for too 
long a time been perverted and sub- 
verted by the demoralizers,” he says; 
and strongly subscribes to the fact 
that: “There is nothing wrong with 
this industry, its volume, its prospects 
and its profit potential. Paint a pic- 
ture of the industry as it would appear 
to an objective observer, and that 
observer would have to declare that 
this is a sound and profitable business. 
“This industry has made progress in 
the last two years. We can begin lead- 
ing from strength. There are a lot of 
other industries in this country that 
would be happy to swap places with 








us, that would like nothing better 
than to have our kind of volume and 
our prospects. . . . There is only one 
infection we have to suffer from, and 
that is profits.” 
* * * 

Did you know that water is, perhaps, 
the most important factor to be con- 
sidered in relation to obtaining level 
and uniform shades of color in leather 
dyeing? 

American Cyanamid Company in their 
LEATHER LINES (Vol. 2, No. 5) 
indicates: “Water is not only impor- 
tant as a solvent for the dyes being 
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employed but it is important in rela- 
tion to its chemical reactivity with the 
dyes. For instance, the use of hard 


water or water high in iron content 





DYE 
peer® 











will often lead to spotty, uneven dye- 
This 


waters of this kind are used with basic 


ings. is particularly true if 
dyes because the metal ions contained 
in such waters react with the dye to 
form an insoluble precipitate on the 
leather surfaces, .. . 

“Water is important to the colorist as 
In this in- 
amounts of 


a carrier for the leather. 
stance, when insufficient 
water are employed to properly ‘float’ 
the leather, the dye is not evenly dis- 
tributed over the leather surfaces.” 
* * * 

LOUIS J. FRIED, president of Na- 
tional Shoe Stores, put an emphasis 
on “fashion correctness, smartness and 
newness’ as the prime factors in effec- 
tive promotion, He said: “We believe 
that style is an important factor in 
every category—men’s, women’s and 
children’s shoes . . . and at any price 
level. 

“The way for shoe retailers to get a 
larger share of the consumer dollar 
is to develop a consciousness of style 
. to 
create a desire for an extra pair of 
Additional the 
solution for a better net profit. Rather, 


and fashion in their territories . . 


shoes, mark-on_ isn’t 
it is making the multiple sale, when 
the customer is in the store and in a 
buying mood, that adds up to more 
money in the cash register. The fash- 
ion approach in children’s shoes; the 
tapered toe lasts in misses’ pumps; 
the Shu-Lok for boys and little gents; 
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the Hush Puppies, Ivy League, Bub- 
ble Saddles . 
for buying the extra pair. 


. all these are reasons 


“We believe the new fashion trend 
gives an impetus to increased selling. 
Women have an incentive to buy... . 
It's almost mandatory that they buy 
the extra pair of shoes.” 


* * * 


With American women more and more 
shoe fashion censcious, retailers have 
the biggest opportunity ever to sell 
style shoes. That is the opinion 
ROGER VIVIER, Parisian designer, 
expressed when he was in Denver, 
Colorado, a month or two ago. He 
said: 

“American women, like the women of 
Paris and London, look below the 
hemline for the correct footwear to 
go with their costume just as they 
choose different gloves and hats for 
each dress or costume. Like the 
Parisian women, they want shoes with 
imagination, with fashion and with 
exciting colors, trim and materials. 
“Next season, they will wear shoes 
styled on assymetric lines, high on one 
side, stripped or draped low on the 
other; and after two or more years 
of the pointed toe, they will want to 
buy the new soft squared toe. Ante- 
lope, brushed velvety soft and smooth, 
highly glazed reptiles with small pat- 
tern, rich velvet, silks and tulle will 
be important in temorrow’s high fash- 
ion shoe picture.” 


* * * 


® FRANK CALUORI, whose shoe 
store is in E. Greenwich, R. I., believes 
that it would be a good thing if chil- 
dren’s feet were included in the regu- 
lar physical health check-ups in the 
public schools. He says: “It would 
make parents as well as teachers more 
mindful of the importance of proper- 
ly fitting shoes. It would detect and 
remedy many foot troubles before they 
become established and it would give 
children a much greater degree of foot 
comfort and health. 

“School check 
weight, eyes and eyesight, hearing, 
throat, teeth and it isn’t at all un- 
usual for the doctor or nurse to send 
a note home saying that the child 
needs glasses, tonsils removed or teeth 
filled. Why not a check-up of the 
child’s feet?” 


doctors and nurses 
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Profile.... 


by ESTELLE G. ANDERSON 





NE doesn’t just conjure up the sesame that opens the door to success. 

It generally takes a great deal of hard work and earnest application 

before the “tumblers” fall into place. But, oh the wonderful and 
rewarding feeling . . . once you get the right combination. 

Take the case of the Lazans ... Jay (Jerome) Lazan, president of the 
Foot Saver Shoe Store on 34th Street in New York and his three brothers, 
S. C. (Sam), Carl and Harvey. Every one of them has been connected with 
shoes for more than a quarter of a century and is well-grounded in all the 
fundamentals of buying, merchandising and selling shoes at retail. No 
wonder they seem to have the “magic” touch and the stores they have operated 
for years, as well as the ones acquired during the past five years, have been 
successful and profitable. 

In essence, this is the story of Jay Lazan; but his three brothers, their 
sons, a brother-in-law and sons-in-law are all important factors in creating 
the whole fabric of the Lazan operation. 

Jay Lazan started with Max Bernstein, theatrical shoes, at 50th Street and 
Fifth Avenue. New York. Soon after, in 1926, he went into business with 
his brothers. They opened three shops on 39th Street in New York and one on 
Bond Street in Brooklyn .. . 
women’s High Arch shoes. In 1928, they opened the Foot Saver Shoe Shop at 


where they carried Foot Saver, Foot Friend and 


34 West 34th Street in New York and it has remained in the same location 
ever since. There are four floors devoted to the sale of brand name shoes... 
such lines as: Dr. Locke, Foot Saver, Porto-Ped and Bostonian shoes for men 
and Foot Savers, Air Step, Paradise, Clinic and Dr. Locke shoes for women. 

In the interim. they have liquidated the 39th Street shops but have 
acquired others . . . the Stetson Shoe Shop at 36th and Fifth Avenue, where 
they carry Air Step, Florsheim Shoes for Women, Foot Savers and Town 
and Country shoes. The Selby Shoe Store at 37th and Fifth is the most 
recent acquisition. Here the lines include: Selby Shoes, Air Step, Arch 
Preserver shoes. 

The fact that they have a “green thumb” for shoe operation is proved by 
the fact that business at the Stetson Shop has more than tripled in the five 
vears since they took it over and at Selby’s it is the same story. They have 
done two and a half times more business in the past three years. Nothing 

[TURN TO PAGE 55, PLEASE] 
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Square Toe 


Our present pattern portrait—a customized 
three-eyelet raglan blucher—is a study in har- 
monious design. The much discussed square 


toe last is complemented by the square trim 


Fabric by Forstmann For 


Blucher 


of the sole. Both offer striking contrast to the 
handsome pinked and perfed circular seam 
and high riding tongue. Made of black boarded 


calf, it is a shoemakers shoe in every sense. 


further information, write Boot ann SHoe Recorper. 












































Left to right: Joy Time, red 
and white striped elasticized 
quarter, blue vamp, cork and 
rubber sole, a Summerettes 
from Ball-Band; Barbados, 
asymmetric stepin, striped 
gore on outside of shoe 
only, a Sun-steps from Hood; 
navy blue stepin with navy 
and white striped gore, a 
Tred-Lite from Cambridge; 
navy stepin, elasticized white 
plug, tartan sides, sponge 
heel, from Beacon Falls. 


Materials Imaginative and 


ASY to buy, easy to sell, easy on the foot and easy Over many years manufacturers have devoted time and 
on the eye—here are shoes that are easy, easy, all effort to making them what they are—very practical and 
the way from shoe factory to shoe closet. What’s very attractive. They take to washing like the proverbial 
still better they are shoes to sell 12 months of the year for duck to water. Their soles—through years of experimenta- 
indoor-outdoor wear for play or work. We don’t believe tion—are not only waterproof but light and flexible. 
that there is another family of shoes that is so versatile or Elasticizing and goring ensure easy on and off adjustment. 
so satisfactory. [TURN TO PAGE 63, PLEASE] 


— —e Left to right: Goring in blue 

" u and white stripes for easy 
adjustment at throat, stepin 
from Bristol; two-eyelet 
Sport Tie in Bahama stripe, 
from Cambridge; Whirl, 
pump in hand-screened 
print, light Flex-o-Cork sole, 
a Kedettes from U. S. Rub- 
ber; four-eyelet tie in red 
with white plug and laces, 
a Play Gal from Tyer. 














etna 























Left to right: Perky Ivy 
League on modified tapered 
toe, from Servus; Beau 
Geste, in white with black 
sole and bow, a Kedettes 
from U. S. Rubber; gold 
buckle for formal air on 
pump, from Beacon Falls. 


ay in Summer Play Shoes 


Leading rubber companies use stripes, tartans and floral prints 
in new lines. Solid color pumps have more formal look. 
by ELEANOR M. RUTTY 



















Clockwise, starting upper 
right: Bikini pump with em- | 
broidered collar, gold thread 

in the embroidery, from La 
Crosse; Aloha pump in print 
fabric, Hawaiian in inspira- 
tion, Italian last, from Con- 
verse Casuals Colette line: 
Jamaica, interesting design 
on black ground, a Sun-steps 
from Goodrich; Monterey, 
instep strap play shoe for 
the conservative customer, 
in multicolor braid, a Sum- 
merettes from Ball-Band. 







SALES TRAINING 
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What you should know about 


TANNING OF LEATHER 


A better understanding of the material in the shoes you sell will enable you to 
impress your customers with the values they receive. This article describes 
the fundamental tanning operations. Other shoe materials about which you 
should be thoroughly informed will be covered in later articles in this series. 


HE tanning of hides and skins into leather has 

been going on since time immemorial. One be- 

gins to wonder how the ancients learned all the 
advantages that leather offered, including its ability to 
“breathe.” 

In our previous discussion we saw that pre-tanning 
operations were absolutely necessary before the actual 
tanning could be accomplished. These operations are 
standard, regardless of what tanning process will follow. 

The purpose of tanning is to produce chemical 
changes in the fibres of the hide or skin so that potential 
bacterial decomposition will be eliminated and there 
At the 


same time the hides and skins will maintain their origi- 


will be resistance to the influence of moisture. 


nal structure of fibres, from which they derive their 
great strength, flexibility and pliability. Tanning proc- 
esses have much to do with the final appearance of the 
leather. 

There are a number of methods of tanning, but in the 
shoe business interest lies only in vegetable and chrome 
tanning. 

VEGETABLE TANNING—This tannage is used to 
make heavier leathers, such as sole leather and some 
upper leathers mostly used in men’s shoes. About 30 
percent of leather produced from larger hides is made 
into sole leather and over 50 percent into shoe uppers. 

This tannage is known as a bark tannage because the 
tanning agent, known as tannin, is obtained from the 
barks of trees, or other parts of plants or trees. Early 
tanneries were situated near forests and water so that 
they would be near the raw materials used in this 
industry. As methods of transportation, communica- 
tion, and scientific methods of extracting the tanning 
materials developed, it was no longer necessary for 
tanneries to operate as in former times. Today, in the 
United States, we import over 60 percent of our tannin 


by SEYMOUR HELFANT 
B.S., M.S., L.L.B., Sales, Marketing and Personnel Training 
Consultant, Manager Smaller Stores Division, N.R.D.G.A. 


requirements, the wood of the quebracho tree of South 
America, being the source of over 75 percent of these 
needs. Domestically, we use the barks of the chestnut, 
oak and hemlock trees. We use blends of these tannins 
to produce leathers for any needs, whether they be hard 
or firm, mellow and soft, flexible, light or heavy. 

Vegetable tannage is a long process that takes months 
to be accomplished properly. 

The principle of vegetable tanning relies on the fact 
that the skins and hides are placed in vats of tanning 
liquors of varying strengths, from very dilute to pro- 
gressively strong until every fiber in the raw material 
comes in contact with the tanning liquors and thereby 
becomes tanned. Today, as far as cattle hides are con- 
cerned, this process takes from two to six months, where 
formerly the same operation took one to two years. 
These hides are cut down the back to make their han- 
dling easier and then tanned as two “sides” (side leather 
heing a side of a cattle hide that was cut along the 
backbone). The only time a complete hide is tanned 
as such is when the ultimate leather will be used for 
upholstery or leather belting for machinery. 

The first vats used for vegetable tanning contain 
frames over which the hides are suspended. The dilute 
solution is then agitated regularly so that the tanning 
liquor will be evenly absorbed to result in an even, 
uniform color. The hides are treated this way in the 
dilute solution because it is absolutely necessary that 
every fiber of the leather be permeated by contact with 
the tanning liquor. If the hide were placed in a strong 
liquor immediately in order to save time, the surface of 
the leather would be tanned too rapidly, forming hard 
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One of the most important steps in the whole tanning operation: Experienced eyes and hands sort and evalu- 


ate the quality and proportions of each skin before shipment is made. Photo courtesy Barrett & Company, Inc. 


layers that would hinder the tannin particles from 
permeating the interior of the hide, which would then be 
“case hardened.” This would cause a bad, cakey, half- 
tanned leather that would crack very easily. 

After leaving the dilute solutions in the rocker sec- 
tion, the hides are then placed in lay away vats where 
they are laid out flat and sprinkled with bark material 
that contains tannin, and left in these vats of tanning 
liquors for a period that is determined by the type of 
hide which is being tanned and what type of leather 
will be the end result. Normally, this takes from two to 
six months. Next, these hides are rinsed clean of any 
residue bark or liquor and ready for the next operation 
which is known as “cropping.” 

The sides are then “cropped” or cut into sections 
that will be used for the different parts of the shoe. The 
belly region is comparatively soft and the fibers are not 
too compact as far as density goes. 
leather from this region is not used for the exposed 
parts of the shoe. Sometimes a belly slips through and is 
When this occurs the fibers dis- 
integrate very easily, soak up water, swell and do not 
wear well. Therefore, this leather must be used for the 


Consequently, 


used for sole leather. 


unexposed parts of the shoe only, such as insoles, 


counters, toe-boxes. 
The best piece of leather for soles is taken from the 
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bend of the animal. In this region the fibers are very 
closely knit because of the hard “wear and tear” ex- 
perienced by the cattle in the normal life of grazing. 
“Bend” sole leather will wear best as compared with 
leather taken from any other part of the hide. Thick- 
ness of the sole becomes unimportant because a thin 
bend sole can outwear a thick piece of leather taken 
from any other region. Consequently, it is not neces- 
sarily correct to reason that one piece of sole leather 
will outwear another because it is thicker and heavier in 
appearance. The quality all depends on the fiber tex- 
ture, so that the thinnest dense fibered sole will outwear 
the thickest loosely knit fibers. 
also cannot be penetrated easily by sharp objects such as 


Desirable sole leather 


nails or glass. 

After the leather is cropped it is then rinsed and the 
uncombined tannin is removed. It is then bleached 
from a dark brown to a light tan, as is usually recog- 
nized in natural finished soles. Unfortunately, many 
factories do not take advantage of this operation that 
heautifies the leather. They sand the sole leather after 
the shoe is finished and paint it black to theoretically 
make the shoe look better. When this is done some of 
the top grain surface is removed and some wear taken 
away from the sole. 
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SHOE WHOLESALERS 


by GEORGE D. MASON, Vice-President and Treasurer 


Dunham Brothers Company, Brattleboro, Vermont 





EDITOR'S NOTE 


This article and the one preceding it are comprised 
of excerpts from a thesis written by Mr. Mason in 
1955 entitled “The Position of the Independent 
Wholesaler in the Footwear Industry.” His thesis 
was prepared and presented in partial fulfillment 
of requirements for graduation from the Graduate 
School of Credit and Financial Management, con- 
ducted by the Credit Research Foundation of the 
National Association of Credit Men, at Amos 
Tuck School of Business Administration, Dart- 
mouth College, Hanover, New Hampshire. 





[The second of two articles examining the present and future function and position of shoe wholesalers. | 


The Manufacturer As a Wholesaler 
OT only 


certain stores as sales prospects for the whole- 


are shoe manufacturers eliminating 

saler by their direct acquisition or controlling 
interest in retail stores, but also they are today competing 
with the wholesaler for the business of the independent 
store. 

It is estimated that in 1948 about seven per cent of the 
total dollar volume of shoes and rubber footwear sold at 
retail, passed through the 36 in-stock warehouses of 
large manufacturers, before reaching the retailer. This 
is approximately half of the volume sold at retail in that 
year which passed through the independent wholesaler. 

As a measure of the importance of manufacturers’ 
wholesaling operations, the following table is presented: 





WHOLESALE ESTABLISHMENTS — UNITED STATES 
BY TYPE OF OPERATION AND KIND OF BUSINESS: 1948 





Establishments Sales entire year 
Shoes, Other Footwear: (Number) ($000) 
Merchant Wholesalers 645 $250,294 
Manufacturers Sales 
Branches, with Stocks 35 $123,858 
Manufacturers Sales 
Offices, without Stocks 29 $ 22,122 


Source: Census of Business 1948, U. S. Dept. of Commerce, 
Bureau of Census 








Unfortunately the 1954 Census of Business, because 
of changes in categories, failed to develop comparable 
figures. But the foregoing table tends to bear out the 
contention that sales of manufacturers’ sales branches 
with stock approximate half those of merchant whole- 
salers. However, fortunately for the wholesaler, all sales 
of the manufacturers’ sales branches are not made to 


retailers, as indicated by the following: 





1948 SALES OF WHOLESALE SHOES 
BY CLASS OF CUSTOMERS 





Per centof Per cent of Sales of 

Wholesalers’ Manufacturers’ Sales 
Sales to: Sales Branches, with Stocks 
Retailers 94.9 40.7 
Industrial Users 0.7 35.4 
Other Wholesalers 1.8 20.5 
Consumers 0.5 0.7 
Export Trade 2.1 2.7 


Source: Leather and Shoes 





This data points up the fact that whereas the whole- 
salers’ sales are primarily made to retailers, the manu- 
facturers’ sales branches are also an important source of 
supply for industrial users and other wholesalers—fields 
in which the independent wholesaler is a very minor 
factor, owing to price differentials. 


Boot and Shoe Recorder 
















Their Role in the Distributive 





It is a general impression that direct selling by the 
manufacturer by reducing the layering costs of distribu- 
tion results in such operating economies that substantial 
selling cost reductions can result. This, however, appears 
to be a false concept—for in their assumption of the 
wholesalers’ function, manufacturers encounter precisely 
the same problem as the independent wholesaler. 

Now let us turn to consideration of the effect of the 
shoe chain store on the wholesaler’s business. 


Chains versus Wholesalers and Independent Stores 


That the chain shoe store is a powerful competitor of 
the independent retailer is a generally accepted fact— 
yet it is perhaps not as commonly recognized that the 
chain is also competing with the wholesaler for the 
available portion of the market. 

By performing the distributive function itself, the chain 
organization effectively removes the need for whole- 
salers to perform these same operations—and by direct 
ownership of retail stores, the chain limits the market of 
the wholesaler just as does manufacturers’ control of 
individual retail outlets. 


The Present Day Position of the Wholesaler 


As we have already seen, the wholesaler’s portion of 
shoe distribution amounts to a relatively small percentage 
—between 15 per cent and 25 per cent—of the total. 
Typically, shoe wholesalers are small, or at best, medium- 
sized operations whose business is done, for the most 
part, with independent retailers. 

The wholesaler’s market is not only limited for the most 
part, by forces beyond his control, to retail stores. It 
also is limited by the nature of the merchandise as to the 
amount of goods that can be sold to an individual store. 
While it’s true that many rural stores can take care of 
their needs completely from a general line wholesaler, the 
volume operations and good family shoe stores will 
generally merchandise nationally advertised brands in 
their upper-price brackets, leaving only the lower-price 
brackets for the wholesaler. 

Establishments with 20 or more employes gain a 
proportionately larger share of the market than those 
firms which have 19 or less employes. In the category 
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There is a challenge facing today’s independent shoe wholesaler but 
by intelligent analysis of his problems and aggressive and courageous 
action, he can maintain and materially improve his present position. 





Changing Concepts in Shoe Merchandising 








System 


of concerns having 5 paid employes or less and that 
having no paid employes, we find 71.6 per cent of the 
total number of wholesalers—yet these wholesalers did 
only 32.3 per cent of the business. More than 95 per cent 
of footwear wholesalers’ sales are made to retailers. 

It is unusual for a footwear wholesaler to distribute a 
nationally advertised brand. In the few instances where 
this is the case, it will generally be found that the whole- 
saler is acting as a manufacturers’ sales branch, although 
the wholesaler may be independent and the sales made 
on his own account. 

It is interesting to note that but 7 per cent of the pairs 
that are distributed from all sources are unbranded, and 
that 83 per cent of shoes bear the brands of the manu- 
facturer, wholesaler or chain, while 10 per cent carry 
the brand of the individual retailer or department store. 
Generally, branded shoes are distributed direct to retail 
stores by manufacturers, and as previously pointed out, 
these brands are advertised and promoted nationally and 
locally by extensive advertising. 

(Editor’s note: It is significant that in 1956 Dunham 
Brothers Co. embarked on a program of national adver- 
tising to the consumer. This advertising was increased 
in 1957 and is currently featuring Dunham brand names 
in eight national publications. ) 


Recommendations 


It seems appropriate to make a few recommendations 
to each of the segments of the shoe distribution industry 
—manufacturers, wholesalers, and retailers—to guide 
their future thinking in their dealings with one another. 

First of all, turning to the manufacturer, it would 
appear that he should recognize the economic need for 
the wholesaler, as being closely identified with the thou- 
sands of independent retail shoe stores which make up 
the back-bone of this country’s shoe business. While he 
may not deal directly with wholesalers himself, the manu- 
facturer should realize that the wholesaler supplements 
his own distribution, and without the wholesaler, a sub- 
stantial number of small stores which sell his own shoes 
would be adversely affected. 

If the importance of the wholesaler is acknowledged 
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shoe 


HE 


store, 


MEL JOHNSON 
Toronto, Canada, 
moved into a new store planned 


has 


with the basic idea of serving cus- 
tomers with the greatest ease and the 
least waste of time. The new store is 
33 feet wide and 100 feet deep. 
The store layout provides for a 
nine-foot aisle down the center with 
four bays or alcoves on each side. 
Each alcove is separated from those 
next to it by four-sided — stock 
The with 


fants’ sizes in the first alcove on one 


“rooms.” store starts in- 
side and follows in logical sequence 
right around the store to teenagers. 
Each alcove is, in effect, a little shop 
with the needed sizes right at the 
salesman’s hand. The salesman steps 
through a division in the stock shelv- 
ing, which is made of six by four 
foot units, and is in the stock “room.” 
All the openings in the stock shelves 
are opposite one another, so that it is 
possible to each bay 
through the stock room to the next 
bay, and so on the full length of the 
store without going 


pass from 


out into the main 
aisle. 

The wide center aisle is carpeted 
with rugged tangerine matting. This 
is highly practical in a children’s 
store and at the same time adds a 
lively decorative touch. A unique fea- 


ture is printed black footsteps which 


curve toward each alcove. 


Mel 
original shop on Eglinton Ave. since 
1950. There he had built up a large 
high grade children’s business firmly 


Johnson had _ occupied his 


based on a_ well-to-do clientele in 
nearby residential areas. At the same 
time, his trade extended over a wide 
enough area in the metropolitan dis- 
trict to justify substantial advertis- 


The 


ing in the daily newspapers. 


Canadian 


This automobile was one of the pro- 
motional attractions at the opening. 
It was also used as a broadcasting 
booth by one of the local radio sta- 
tions. Promotional stunts of this sort 
naturally attracted a lot of attention 
and the extent of the store’s business 
justifies extensive advertising in the 
daily newspapers. Mr. Johnson also 
operates two other stores in Toronto. 


business continued to grow steadily 
and in the last year or two became 
too big for the old location. When 
the new location became available. 
Johnson seized the opportunity and 
is now the proprietor of what is 
probably one of the largest juvenile 
shoe stores to be found anywhere. 
He also operates an adult store at 
350 Eglinton and a_ branch in 


Toronto’s west end. 


A cold drink stand was so popular at the store’s opening that it may be kept 
as a permanent feature. The store is planned for efficient operation but suc- 
cessful promotion has built the business until it extends over a wide area. 














Store Planned 


for Functional 
Selling 


The store layout provides for four alcoves 
on each side of a wide aisle. Each alcove 
is like a little shop with needed sizes in a 
stock “room” right at the salesman’s hand. 


The new store was originally a 
furniture store. It is 33 feet wide 
by 100 feet deep. There is a 
nine foot aisle through the cen- 
ter with alcoves on either side. 
The alcoves start with infants’ 
shoes at the left and progress 
in sequence around the store. 





Arrangement of the alcoves is shown 
above. Each alcove is an individual shoe 
store in miniature. Because of the ample 
space available, the store’s owner was 
able to carry out many original ideas on 
store layout that he had developoed as a 
result of wide travel and much experi- 
ence. The “feet” lead the customer from 
the store’s entrance into the different al- 
coves. Each alcove has its own stock 
“room.” Below: the owner’s father being 
interviewed over the air. Interviews of 
this sort were a daily feature when the 
store was first opened. 
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7 8631—Red Bonwelt, leather soles 


T 4631—Brown, same as 8631 
Ce... 68 5.6: 


* 882—Red elk, leather soles 


“ESR Ret $2.35 
Just a few of many B, C, D. 5%4-8....$2.55 














*862—White elk, same as 882 
e hE RE. Yee $2.35 
patterns in B,C,D,E....5%-8... $2.55 
* 872—Brown elk, same as 882, 

Neolite soles 82-12 
St Re * Re $2.35 
B,C,0,E....5%-8... .$2.86 
Seta a 8%-12...$3.30 






*7822—Red elk, black trim, 
leather soles 

*4822—Brown, same as 7822 
B 5%-8 $2.40 
cC,D 4-8 $2.40 









tT e680—Red Bonwelt sandal, | 


fen ne same as ond Ls. eece for selling NOW 
and into Spring 


B,C, D. .5%-8, 8%-12.$2.40 


*8665 —Two-tone red Bonweit 
Neolite soles 

*4665—Brown, same as 8665 
B,C, 0....8%-12....$3.10 
A, B,C....12%-4....$3.60 


for boys and girls 





BUDGET PRICED 


MOST STYLES RETAIL AT 


 .  S 35 ‘. $ 59 


plastic trimmed collar, Neolite 
soles 


= aaa sand, same as FIN -STOCK NOW TJAN. 1-15 DELIVERY 


* 
a 2 ee For a complete list of red shoes see your 


A OG icancs 12%-4..... $3.60 Step Master representative or write for stock list. 
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STEP MASTER SHOES, INC., GREENUP, ILL. 























There's Life in Shoes for Kids 


When the children start back to school, you know the shoe busi- 
ness is healthy, says Abe Hecker of Hecker’s Shoes, Wisconsin. 


LDER boys can become long time customers. 
They can be the key to long range future busi- 
ness for a children’s shoe store. 

That’s the reason Hecker’s Shoes, in Whitefish Bay, 
Wis., combines men’s and children’s shoes. The store, 
which opened in spring 1957, has already become a 
thriving business. 

“By catering to boys 10 years old and older,” com- 
ments Abe Hecker, owner, “we can build a strong older 
boys business. If we satisfy these customers through 
high school and as they go into men’s sizes, we are 
pretty certain to keep them as regular customers.” 

Mr. Hecker opened the store because he was convinced 
the area needed a comprehensive and service-type chil- 
dren’s shoe store. “The biggest potentials in the over-all 
shoe business today lie in children’s shoes. We can tell 
that when back-to-school business starts. No matter what 
trend the rest of the business may take, children’s in- 
variably has life and remains healthy.” 

Mr. Hecker has a background in all types of shoe 
retailing and merchandising in the Milwaukee area. This 


Children’s shoes receive major emphasis in interior 
display at Hecker’s Shoes, Whitefish Bay, Wis. AL- 
though there is a good selection of style and novelty 
shoes, a major portion of the stock concentrates on 
staples of a single branded line. 


Name brands in shoes for the entire family are featured by Hecker’s Shoes. Window display is given over to 
extensive showing of these brands, with emphasis on shoes for children as important sales builders. 





has included extensive experience in both children’s and 
women’s style shoes. He carries some growing girls’ and 
women’s casuals. The latter are of a carefully selected 
type for an outlying suburban area, such as Whitefish 
Bay. These include styles not normally found in the 
usual style shoe stores. Thus, he renders a specialized 
service. He believes, however, that women’s style shoes 


are a field in themselves. He prefers to concentrate on 


service in his selected types. 
[TURN TO PAGE 65, PLEASE | 




































Keep pace with the leaders 





step into suite 337-9 





at the trade show building 


and step up 

your spring profits 
with 
exciting new... 
U.S. KEDS, KEDETTES and GAYTEES 


Rockefeller Center, New York 20, New York 
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ANUARY’s weather pattern indi- 
cates slightly milder than normal 
conditions in the Northeast and 
Great Lakes regions. However, prac- 
tically all states west of the Missis- 
sippi River are expected to be colder 
than usual. Precipitation will be gen- 
erally above normal in the extreme 
Southwest, Texas, Oklahoma, Geor- 
the Carolinas, Virginia and 
northern New England. Relatively 
dry conditions are anticipated in the 
Northwest, Great Lakes region and 
Mid-Atlantic States. The following is 
a more detailed forecast, by region: 





gia, 


Area I: Northeast 

Northern New England and _ the 
Maritime Provinces of Canada will 
be wetter than normal in January. 
Other sections of the Northeast, in- 
cluding most parts of Pennsylvania 
and New York, are expected to aver- 
age somewhat drier than normal. 
Temperatures should range two to 
four degrees above normal and six 









January Weather 


January will be slightly milder than usual in the Northeast and Great 
Lakes regions but west of the Mississippi it will probably be colder. 
























OFAHRENHEIT 
ESTIMATED DEVIATION FROM 
NORMAL MONTHLY TEMPERATURE 





























to ten degrees milder than last year. 


Area II: Great Lakes 


Temperatures are expected to aver- 





PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 
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age slightly milder than usual in the 
eastern sections of this region and 
near normal in Wisconsin, Illinois 
and Kentucky. Last year, this entire 
region was noticeably colder than 
normal. Precipitation will be gen- 
erally on the dry side of normal and 
snowfall should be less than last Jan- 
uary’s substantial totals. 

















Area III: Southeast 


Relatively wet conditions are fore- 
cast in Virginia, the Carolinas, Geor- 
gia and northern Florida. However, 
most of Alabama, Mississippie and 
southern Florida will average drier 
than usual. Temperatures will range 
from two degrees above normal along 
the Atlantic Coast to three degrees 
below normal in the western sections 
of Mississippi. 






















Area IV: North Central 


Eastern sections of this expansive 
region are expected to be slightly 
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‘ADJUSTABLE: SPACE’ 


A NEW CONCEPT IN FITTING , 


for PUMPS —— and every other style of footwear 





The Problem: 













1. Everyone’s left foot differs in size from the right. : 
2. No two people have feet exactly the same size and shape. : 
3. Most feet are in-between sizes. 3 
4. Feet swell during the day. : 
5. Uppers become stretched in wearing. : 


6. In addition, variations in fit result from differences in 
materials and design; differences in each individual 
last; differences attributable to human and machine 
elements in shoe manufacturing operations; etc.. 


The Answer: 


warn OPIN Igoe” 


wm ‘ADJUSTABLE SPACE’ 












SPRING-O-LATORS provide a “SELF-ADJUSTING FIT” 


They adiust the footwear automatically to each individual foot. 
permitting a comfortable roomy fit combined with a clinging 
snugness. Their dual snugging-yielding action compensates for 
differences between the foot and the space inside the shoe, thus 
providing the exclusive SPRING-O-LATOR feature of “ADJUST- 
ABLE SPACE”. 

SPRING-O-LATORS also help to keep straps up and to prevent 
slipping out of pumps; as well as flexing the shoe in walking, and 
imparting “a wonderful feeling” of springy lightness. 

Lt 


_. The PushButton Shift 
with the new 
KEYHOLE LOCK 
OF the foot Ready to walk 


with the foot 












SPRING-O-LATOR licenses are available 
to all reputable footwear manufacturers. 
Patented in the U.S. and. other countries. 


SPRING-O-LATORS put “SELF-ADJUSTING FIT” into MEN’S as well as U.S. Patent 2,691,227. Canadian Patent 
. Briti 733,616. 
WOMEN’S and CHILDREN’S footwear of every style and every heel height. 2 sai caspian 


© 1957 SPRING-O-LATOR MFG. CO., West Roxbury 32, Massachusetts, U.S.A. 
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Contradictions Seen 
In Chicago Shoe Sales 


THERE are contrasts and contradic- 
tions in the Chicago retail shoe picture. 
Women’s fashion business has been off 
in volume outlets, but has held up in 
higher priced stores and departments. 
Children’s business remains stable, but 
a tendency for consumers to “shop” has 
developed in some areas. Men’s busi- 
ness is better than usual. 

Cold weather and several early snow 
storms have moved some rubber goods 
and protective footwear. This has re- 
duced inventories and provided cash for 
advance spring commitments as well 
as fill-ins and promotional items for 
Christmas. 

Retailers are seeking an answer to 
the spotty action in women’s fashion 
shoes. High fashion stores have held 
about normal, but just about every 
other segment reports sales off—some 
as much as 12 per cent. This includes 
mail order houses and chains each 
with a reputation for volume in fast 
fashions. 

The tapered toe gets a fair share of 
the blame. It has finally taken off in 
late fall selling, but the volume mo- 
mentum has been slower in getting 
underway than was expected. The stil- 
leto toe is doing well in high fashion 
stores, but is negligible in other spots. 

There has been one compensation for 
this, which should prove healthy in the 
long run. Having shoes on the old last 
has helped liquidate stocks—at regular 
prices. Women not ready to accept the 
new lasts, wanted and bought the con- 
ventional shoes—at regular prices. 

This reduced expected markdowns, 
except for the fashion stores. The lat- 
ter, however, have made up for this 
factor on better sales on both tapered 
and needle toes. The over-all volume 
which includes some of the biggest dis- 
tributors is on the plain toe pump on 
the conventional last. The big swing 
won’t come until spring but the shift 
will be here by then. 

Despite difficulties, retailers are op- 
timistic. They enter December, one of 
their best months, with a boost from 
the weather. Despite a late Thanksgiv- 
ing and a delayed promotional kickoff, 
prospects for Christmas sales are ex- 
cellent. Retail advertising and display 
for the next three weeks will concen- 
trate on slippers, casuals, and dressy 
type shoes. Chicago area shoe retailers 
are confident that they will receive 
their normal share of the Christmas 
dollar splurge. 


Detroit Winter Stirs 
Children’s Shoe Sales 


SHOE retailers in the Detroit area 
experienced a little-lower-than-average 
month until the first winter cold and 
snow hit early in November. With the 
cold came a surge of buying, espe- 
cially in children’s shoe departments 
and in sales of waterproof footwear. 

And, in sales of waterproof footwear 
for children, white rubber boots have 
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displaced the red and brown of recent 
seasons. This is especially true in all 
size ranges for girls, and in the small 
sizes for both boys and girls. The 
older boys still favor “good ol’” black 
galoshes! Women are also in a mood 
for white, particularly in the thermo 
boot with white fur collar. Many men 
are buying the insulated rubber boot 
for hunting and outdoor wear. 

In the dress shoe category, women 
are accepting the closed, tapered toe 
pump in all variations. And on both 
the high stiletto heel and the lower, 
yet slender, illusion heel. Sales in 
Fyfe’s Shoe Salon show black calf lead- 
ing, brown calf second, and black suede 
third. However, with the holiday season 
almost here, sales in suedes and other 
dressy materials are advancing and 
there is an interest in open styles, eve- 
ning slippers, and dressy styles in clear 
vinyl. 

Along this line, Hudson’s is display- 
ing dressy pumpes in jewel-toned fab- 
rics (mostly satins) that are color co- 
ordinated with little evening bags, chif- 
fon scarfs, costume jewelry, and tinted 
hose. This is evidence of the new high- 
fashion trend to the all-one-color cos- 
tume. 

And in the girls’ shoe department, 
there is a swing to elegance in the sale 
of velvet shoes for dress-up. These 
little velvet slippers are available with 
a strap up to size 12. In the 12 to 3 
and misses’ sizes, a pump is preferred. 

Children’s shoe sales reflect the con- 
tinued popularity of the saddle and the 
loafer-type shoe for school wear. The 
Ivy League influence, as seen in the 
back buckle, is beginning to “fizzle 
out,” as one retailer expressed it, at 
the high school level, although it re- 
mains good in lines for younger chil- 
dren. 

















Mechanical doll's legs introduce four 
styles by Margaret Jerrold. Joseph 
Magnin, San Francisco (seven col.) 
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Holiday Shoes Help 
Slow St. Louis Market 


St. Louis shoe retailers had only a 
modestly good November. Selling dur- 
ing the first two weeks was slow in all! 
categories. There were of course ex- 
ceptions to this slow pace. Special-use 
footwear showed the most interesting 
activity. 

One downtown shoe department re- 
ported heavy volume of holiday shoes. 
Where formerly medium-sized depart- 
ments of this type bought for Easter, 
fall and spring, now a fourth buying 
season focuses on Christmas holidays. 
Earmarked for November 1 delivery, 
holiday shoes start selling then and 
continue well into January, managers 
report. 

In women’s holiday pairs, Spring-o- 
later types and vinyl with jeweled 
heels were two major best-sellers. One 
excellent seller at Kline’s in November 
was a 23/8 black suede Spring-o-later. 
The pattern features a widely opened 
toe and high rising peaked vamp deco- 
rated with gunmetal beading in a cir- 
cular design. The slotted peak point 
extending up from the vamp permits 
addition of the shoe’s narrow black 
suede ankle strap for two-version wear- 
ability. Volume running mate is a red 
patent Spring-o-later, vamp bow 
trimmed with square white pear! but- 
ton. 

All department stores and their 
county branches promoted formal satin 
pumps. Bright solid color satins and 
multi-toned printed satins were in- 
cluded in special case displays and in 
store windows. Sales of formal-feeling 
party shoes have helped pull up store 
and department totals on lagging wo- 
men’s-pair selling. 

Replacements comprise the bulk of 
children’s and teenager selling, with 
little deviation from fall’s favorites. 
With party time just ahead, volume of 
black suede skimmers is nosing out 
black smooth for older girls. White 
satin skimmers sparked with jewels 
and brilliants are gaining in dance 
time importance. 

There is growing interest in novelty 
closures and monk strap shoes for boys 
at present. Many of the replacement 
pairs selling are of these types. For 
little girls, black patent swivel strap 
pumps with unobtrusive buckle trim 
are moving for Sunday-best wear. 

Two eyelet chukka boots of natural 
brushed leather are showing up more 
and more in suburban high schools, 
although they aren’t moving off deal- 
ers’ shelves in volume. Men’s insulated 
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hunting boots came in for activity also, 
following the opening of the deer sea- 
son in Missouri. 

Preceding and during the Missouri 
State Teachers Convention in St. Louis 
in mid-November, downtown stores de- 
voted much advertising space to tai- 
lored pumps, walking casuals, low 
wedge ties, and other footwear suit- 
able for the teacher afoot: Response 
was good, departments reported. 

Early bird stores have put in their 
Christmas decorations and are cur- 
rently playing up slippers as a big 
Christmas item. The Shoe Fashion 
Board of St. Louis selected matching 
mother and daughter lounging slippers 
as its Shoe of the Month for Novem- 
ber. Available in pink or blue satin, 
these Nite-Aires and Nitie-Nites are 
bareback mules on a low cushioned 
wedge, vamp lace trimmed. 

The opening of the new Mark C. 
Steinberg Memorial Rink in Forest 
Park here has definitely been reflected 
in sales of ice skates for both adults 
and children. All sports departments, 
sports shops and retail outlets carry- 
ing skates say that their anticipated 
Christmas sales of skates were made 
during November. Skates are not be- 
ing put away for Santa to bring, but 
are put into immediate use at the new 
and large rink. With three skating 
sessions daily and all children admitted 
free, St. Louis is experiencing a tre- 
mendous interest in the sport, thanks 
to the new rink. 


* * ak 


New York Sales Spotty; 
Shops Expect Upturn 


SHOE retailing in New York con- 
tinues to be spotty—but with a differ- 
ence! Merchants feel that December 
will be a good selling month. Consum- 
ers are in a gift-giving, holiday mood 
which retailers feel will be translated 
into increased sales. To take advantage 
of the pre-holiday period, merchants 
have been making their window dis- 
plays and promotions as attractive and 
effective as possible. The emphasis has 
been on gala evening shoes and new, 
at-home, dress-up shoes. 

In women’s shoes, the pump is still 
the outstanding pattern. However, op- 
ened-up shoes are selling surprisingly 
well, for this time of the year. In the 
evening shoes, the opened-up, sandal- 
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ized patterns, open T-straps are bound 
to be popular, but it is the sling pat- 
terns with open or closed toe and nar- 
row open heel for daytime and dress 
shoes that are showing good sales fig- 
ures. 

Everything from pure silks, satins 
and brocades to smooth and tex- 
tured leathers is being displayed. 
The satins and silks are generally in 
vivid, blazing floral prints, the bro- 
cades woven, the lamés with Persian 
motif all are beautiful. The old world 
Paisley seems to be cropping up again; 
this time in connection with true Per- 
sian Paisley shell designs translated 
into challis, silk and wool blends in 
dresses, blouses and linings in fur 
coats with shoes to match. 

There have also been some very at- 
tractive promotions of alligator lizard 
in pumps or slings in exciting colors— 
red, blue, green. 

Speaking of color, there seems to 
be a revival of interest in the all-over 
shoe in smooth or soft grain leathers 
in Benedictine as well as combinations 
of that color with black. Bronze is 
another color that is getting a good 
play—in kid, reptiles and new bronze 
satin with metallic finish. The latter 
is especially good in cocktail shoe 
types. In the blue category, the im- 
portant shades are peacock, Kingfisher, 
soft blue. Dark green is a surprise 
color for evening shoes in brocades, 
printed satins and silks to match the 
dress or coat. The jewel tones—ruby, 
emerald, sapphire and others are con- 
tinuing to be popular. 

The general feeling among the re- 
tailers of New York is one of cautious 


optimism. 
* * * 


Casuals Sell As Dress 
Shoes Lag in Boston 


CLOSED up casuals and other low heel 
types continue to be the best sellers in 
Boston stores. Dress shoe sales still 





lag although a slight pick-up was noted 
during the third week in November. 
There is some hope that December 
with its formal social functions may 
see a reversal of the trend and a con- 
sequent increase in the sale of dress 
types of footwear. 

Two explanations of the abnormal 
demand for casuals and the marked 
sag in the sale of dress shoes are being 
advanced by students of the industry. 
One is that the pointed toe last, which 
practically all stores have stocked in 
considerable quantities, is not yet ac- 
captable in the conservative northeast. 
Proponents of this theory point out 
that retailers, in their eagerness to be 
abreast of the times, are putting too 
much promotional stress on the new 
toes and thus discouraging women 
from buying the more moderate, and 
acceptable, tapered toe types. As one 
retailer put it: “Pointed toes have not 
yet caught on nearly as well as we had 
expected when we bought them.” 

The second theory is that casual 
types have been so well styled in a 
wide variety of patterns and colors 
that they have gradually supplanted 
the dress types for the less formal so- 
cial activities at least. Typical of this 
variety was seen in a recent promotion 
of Conrad’s. There were three pat- 
terns: a high riding step-in type in 
red, rust or black suede; another step- 
in with decorated vamp in red or black 
calf; and a T-strap in red or black kid. 

An interesting development is noted 
in the sale of white shoes to women 
who wear them as part of their work- 
ing uniforms—beauticians, laboratory 
technicians, nurses and others. There 
has been a marked increase in the sale 
of these whites since the introduction 
early last summer of newer styles. The 
conventional oxford seems to be on its 
way out and its place is being taken 
by whites and off-whites in such pat- 
terns as two-eyelet ties and even slip- 
ons with high-riding insteps. 

[TURN TO PAGE 58, PLEASE] 
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Profile: Jay Lazan 


[CONTINUED FROM PAGE 38] 


years since they took it over and at Sel- 
by’s it is the same story. They have 
done two and a half times more busi- 
ness in the past three years. Nothing 
stands still for these brothers. They 
are active and busy all the time. They 
believe in modernization and expan- 
sion. Some time in February ’58 both 
the Stetson and the Selby stores will 
get a face lifting . . . new store fronts 
and windows. 

For thumbnail sketches... S. C. 
Lazan, who spent many years in Macy’s 
Better Shoe Department (he worked 
with Nancy Nuyens there), runs the 
Town and Casual Shoe Shop in Silver 
Springs, Maryland, and one in Wash- 
ington, D. C. 

There are three Town and Casual 
Shoe Shops in Philadelphia . . . Chest- 
nut and 11th Street, Chestnut and 17th 
Street and one in the Sheraton Hotel. 
These are the responsibility of two 
brothers-in-law, Barnet Chanin and 
Dr. M. J. Lempert. 


Carl Lazan got most of his shoe 
training and experience at Lane 
Bryant and I. Miller and Sons; while 
Harvey Lazan got his shoe know-how 
at Leslie’s Shoes on 42nd Street in New 
York. Both are an integral part of the 
New York stores’ operation. 


Add the zest and enthusiasm of the 
younger generation, the sons and the 
sons-in-law to the older and sager in- 
gredients of knowledge, experience 
background of the Lazans and their 
brothers-in-law and you have a com- 
plete picture of what makes them click. 
And how it is that they can take over 
a business that seems to be easing out, 
inject new heart into it and reactivate 
it into a strong, profitable, growing 
operation. 

“The success of our business,” says 
Jay Lazan, “is due to the following: 
(1) Carrying good shoes, such as the 
brand names mentioned; (2) having 
a sufficient amount of inventory in the 
proper size and proper types, when 
needed; (3) fitting the customer cor- 
rectly, with the same last as purchased 
before so as to keep the continuity of 
last and correct fit. 

“We think one of the most impor- 
tant problems facing merchants these 
days is getting and keeping the proper 
staff . . . sales people as well as execu- 
tives. We have been most fortunate 
in having a capable and well-trained 
staff over the years. We have been 
lucky too in our manufacturing con- 
tacts, with an especial acknowledg- 
ment of appreciation to Bill Monsees 
and M. J. McManus who have been 
selling us Lockwedge and Foot Saver 
shoes for the past twenty-six years. 

“As for the business outlook, we ex- 
pect volume to be about the same as 
last year ... perhaps a trifle better. 
Price rises are always apt to curtail 
volume. Women who used to buy sev- 
eral pairs a year now find it necessary 
to cut down on multiple sales. 
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“Stylewise, we find that middle-of- 
the-road styles are our best bet. The 
modified toe Foot Savers are success- 
ful sellers at our shops, whereas the 
needle toe is too ‘sharp’ for us. In fact, 
we sense an increased demand for 
opened up styles and sandals.” 


What You Should Know 
About Tanning Leather 
[CONTINUED FROM PAGE 43 | 
Following this operation, the leath- 
er is stuffed with materials that will 
give it weight and longer wear. The 
next operation is one of lubrication 
and waxing to help make the leather 


flexible and to compensate for the 
waxes and natural greases that were 
lost in the tanning operation. Finally, 
the leather is pressed by a roller and 
coated with a finishing compound to 
make it attractive. 

Finished sole leather is measured 
in irons (1 iron is 1/48 of an inch) 
and sold by the pound. 


ADVANTAGES OF VEGE- 
TABLE TANNED LEATHER— 


1. Water repellent but not act- 
ually waterproof. 
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IN VINYL TRUE BIAS BINDING 
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CONSTANTLY IMPROVING BPB...and 
SEVEN YEARS USE BY LEADING MANUFACTURERS 
WITH COMPLETE SATISFACTION IS 


PROOF OF BPB LEADERSHIP 


REMEMBER ... what BPB does for others 
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NOW BPB comes 
| IN 53 COLORS 
INCLUDING BLACK PATENT 


If you are manufacturing Vulcanized shoes 
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stay company 
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. Pliable. 
3. Non-skidding on west sur- 
faces. 
. Durable for wear and con- 
struction. 
5. Porous. 
6. Firm solid leather. 
7. Takes embossing easily. 
Chrome tanning is accomplished 
much quicker than vegetable tan- 
ning. Chrome salts are used in a 
revolving drum that converts the 
raw hides or skins within a period 


from one to eleven hours. Most of 
these leathers are used for shoe 
uppers. They are mostly lighter 
weight leathers such as_ kidskins, 
calfskins and lightweight hides. 
After the leathers are removed 
from the drums they are rinsed and 
“set out” (put through a machine 
that looks like a clothes wringer.) 


ADVANTAGES OF CHROME 
TANNED LEATHER— 


1. Solid and firm piece of 
leather. 


2. Pliable. 
3. More durable than vegetable 
tanned leather. 
4. Takes less time for tanning. 
When the advantages of both tan- 
nages are combined and the disad- 
vantages eliminated, the leathers 
are combination - tanned — (both 
vegetable and chrome tanned). 
There still remain the important 
finishing or beautifying operations 
that give leather all the characteris- 
tics that aid in its identification. 


New at Mel Preston 


THE MEL PRESTON Shoe Company of 
Brooklyn, New York, whose reputation 
for high style, high quality wedge shoes 
has been established over the past ten 
years, introduced a new scooped-out 
type of wedge about six months ago. 
Acceptance was instantaneous. It was 
new. It was exciting. It was extremely 
comfortable and lent itself to all man- 
ner of treatments. 


Why change it with 
hard, stiff soled shoes? 


enn 


Room 554 
Hotel McAlrin 


You're at the fitting stool. Mother is comparing 
quality, price and features of shoes for baby. 
Take baby’s foot in your hand . . . flex it, bend 
it . . . and describe the intricate balance of 
bone, muscles, tendons and cartilages all 
working together to support the entire baby 
weight and still be as flexible as only a foot 
can be. 

Tell her about Buntees, the baby shoe 

that lets the foot do the walking .. . 
follows (never forces) baby’s natural 
walking action . . . allows little toes to dig 
in—grip and grasp as nature intended. 

Remind her that Buntees are hand-lasted 

. .. they have a one-piece vamp . . . are 
constructed like her own genuine mocca- 

sins, unsurpassed for comfort for more 
than 2,000 years . . . but better for baby 
because they yield and “give” with the 
action of walking . . . allow true expres- 

sion to tiny developing baby feet. 


It is illustrated here in white tex- 
tured or crushed leathers for resort 
wear now and summer wear later. 
Studded with glitters or brilliants it is 
worn for dress up at home or for 
evening. This scooped out wedge, called 
TIP-TOZ is made of DuPont’s Zytell 
#101. 

Another innovation at Mel Preston’s 
is a new line of taper tee shoes with 
slim 16/8 heels. Preston Beyer, presi- 
dent of Mel Preston Shoe Company, 
reports that retailers and their cus- 
tomers across the country are very 
: enthusiastic about this line. It fills an 
. . first name important need for a shoe with the new 

in fi h look and, at the same time, one that is 
© in first shoes. extremely comfortable. 


BROCKTON, MASS. John H. Read has been appointed 


style and color coordinator for Armour 
Leather Company, Chicago. 


Lailed 
MOCCASINS 


R. J. POTVIN SHOE CO., 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 












St. Louis 


CauTious optimism holds sway with St. Louis shoe man- 
ufacturers. The lively interest retailers showed in the new 
shoes at the National Shoe Fair was followed by good buy- 
ing in all categories at the Dallas and Atlanta shows. 
Orders already on the books look excellent to many pre- 
ducers here. Spring business at this time is reported as 
equal to last year. 

But shoe show bookings, manufacturers agree, are not 
consistently good indications of how the spring season will 
eventually shape up. Representatives’ calls on retailers 
really foretell final tabulations. Producers of novelties and 
specialties in the popular price bracket say that their 
business is good. They expect added impetus from the 
PPSSA. 

Black patent will continue to maintain its top volume 
spot. Shown in sandalized and opened up styles, black 
patent actually looks newsy this year. Fashion coordinators 
feel that its popularity will not play out during spring sell- 
ing. The opened up patent shoe on a mid-heel is lauded 
for its go-with-everything qualities. Blending well with 
spring’s slightly shorter skirt lengths, the open patents 
will look right with the wealth of vibrant colors to be 
available in ready-to-wear. 

Red Shoe red is slated to be heavily promoted as a semi- 
basic color to be worn with almost anything. In anticipa- 
tion of the heavy national advertising plugs for red, retail- 
ers are building women’s red footwear into their ordering 
plans. 

In a recent address Henry Rand, president of Interna- 
tional Shoe Company, pointed out that the shoe industry 
is going to have to do two things, grade up for one, and 
sell extra pairs over and above actual needs for the other. 
International staged a four-state regional fashion presenta- 
tion for its dealers early in November. The event drew a 
capacity crowd. Response to the presentation, part of 
which was televised, will give the company a basis on 
which to plan like regional presentations elsewhere in the 


New York 


Most of the shoe manufacturers in New York indicate 
that the business outlook hasn’t changed much and, ac- 
cording to general reports, the high grade manufacturers 
seem to be faring better than the others. The answer to 
the query “How’s business?” is invariably . “We're 
doing alright. We’re not complaining. But it could be a 
whole lot better.” 

Manufacturers report that retail shoe business in the 
southwest is evidently very good because the orders and 
reorders from that part of the country have come through 
al a good rate. Florida merchants, too, are getting ready 
for a big season. They have ordered their shoes for early 
delivery. Another indication is the crop of new stores that 
is opening up down there. 

There is enough cutting on hand but manufacturers are 
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hopeful that retailers in the areas where spring doesn’t 
start as early as it does in the South, will not hold off 
placing their orders—since that would only cause delivery 
bottlenecks later on. 

Primarily, production in the New York factories at the 
present time is for immediate delivery to the accounts in 
the South and last-minute, holiday shoes as well as some 


early spring shoes to those in the North. There is a good 
deal of sleek kidskin, smooth calf, soft grained or textured 
leathers, silks, straws, cottons as well as vinyls. As for 
silhouette, it is still slim and narrow. Closed pumps, 
T-straps, sandalized patterns, stripping sandals, spectators, 
flats with slightly squared off toe and ghillies . those 
are the important patterns. 

There is a good deal of black patent leather, with touches 
of white; combinations of colors, especially in flats; lots of 
bright colors—blue, green, red, multi-colors. White as a 


trim . or white with color seems slated for a good 
season. 
In men’s shoes, the emphasis continues to be on the 


slim, narrow types in black, first and various shades of 
brown, second. 

Children’s shoe business has been somewhat spotty but 
manufacturers are looking forward to a definite pick up. 


Chicago 


THE die is cast for early spring business. Order 
writing and filling dominate the Chicago market. Sales- 
men have been busy on the road and confirmations have 
been coming in since the National Shoe Fair. 

Volume buyers, the department store buyers particu- 
larly, have about completed their initial com- 
mitments. These cover their major buys including plans 
for Easter. Some are now completing purchases of pro- 
motional shoes for major sales in March and April. Can- 
vas footwear purchases are the current major interest, as 
are loafers and flats. A good share of these latter items 
will be shopped at the Popular Price Shoe Show and at 
regional shows about the country. 

Early trends have been established for volume 
tion based on business written during or since the Chi- 
cago show. Pumps make up about 50 per cent of the 
overall orders, at least for volume selling. Almost with- 
out exception these are on the tapered last. Needle toe 
purchases remain about 10 to 15 per cent of buys, de- 
pending on the type of outlet. Middle of the road outlets 
remain cautious, while fashion investing 
heavily. 

There are a lot of orders for open shoes 
open toes and closed back and the reverse combinations 
are running about 50-50. Sandalized versions, with pref- 
erence for the T strap, also are dominant in volume 
orders, with a preference for openings everywhere but in 
the toe. 

The mid-heel, centering on 15/8, has gained in strength 
and should accelerate by the next order period. Sports 
type which are no longer classified strictly as 
[TURN TO PAGE 59, PLEASE] 
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[CONTINUED FROM PAGE 22] 


Congress is to be asked early in 1958 
to vote a five-year extension of the 
tariff-cutting reciprocal-trade law, and 
to grant the State Dept. wider author- 
ity to enter into low-tariff pacts with 
other nations. 

But there is rising sentiment within 
Congress against further tariff reduc- 
tions. Many manufacturers are telling 
Congress the slow pace of orders 
placed at U. S. mills and factories in 
recent months is due primarily to a 
rising volume of imported items. 

In recent years, the U. S. State Dept. 
has exercised its authority to cut tar- 
iffs by an average five per cent a year. 
The new Administration request for 
extension of the trade law probably 
will include a bid for extending this 
authority. 


Credit officials are still insisting that 
American consumers are in good shape 
to handle their debts, and that there is 
not too much credit outstanding. 

Lenders, meeting at the American 
Finance Conference session recently, 
pointed out that outstanding consumer 
credit is still not too high when com- 
pared with disposable income of most 
families. 

They also say that businessmen and 
lenders should continue offering credit 
to spur Christmas sales, especially on 
major durable goods, because there are 
a large number of top credit risks to 
be sold. 

Meanwhile, the Federal Reserve 
Board reported that consumer install- 
ment credit outstanding increased by 
$114 million during September, bring- 
ing the total to $33.1 billion. This in- 
crease compares with increases of $63 
million in September, 1956, and $507 
million in the previous September. 

Total debts outstanding, excluding 
mortgage loans, at the end of Septem- 
ber amounted to $43 billion, $2.9 billion 
above a year ago. This includes in- 
stallment debt as well as $9.8 billion in 
short-term credit, such as single pay- 
ment charge accounts and loans. 

Some government officials, however, 
are still calling for caution by busi- 
nessmen and lenders in granting con- 
sumer credit. C. Canby Balderston, vice 
chairman of the Board of Governors 
of the Federal Reserve System, points 
out that installment credit now amounts 
to 11 per cent of disposable income, 
compared with 4 per cent in 1929 and 
7 per cent in 1940. 


The joint federal-state program of 
education in the distributive trades is 
attracting increasing interest, particu- 
larly among adults working in the re- 
tail trades who want advanced instruc- 
tion. 

Latest figures compiled by the U. S. 
Department of Health, Education and 
Welfare show that in the 12 months 
ending last June 30, some 223,575 adult 
workers employed in sales and mer- 
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chandising occupations received short, 
intensive courses. This compares with 
33,000 school-age students who re- 
ceived courses under the program dur- 
ing the same period. 

In the adult courses, main emphasis 
is placed on administration and super- 
vision rather than routine operating 
procedures. Most of the courses, ar- 
ranged through local school systems, 
offer adults instruction in various man- 
agement problems common to several 
kinds of small businesses; problems pe- 
culiar te particular types of businesses, 
and special problems in a particular 
phase or function of small-business op- 
erations. 

As a result of the growing interest 
in distributive education, courses for 
both adults and students are now 
available in many small towns and 
other areas where they have never be- 
fore been held. 


The government’s official forecast 
that business may slide off by about 
one per cent in the first half of 1958 
is bringing howls of protest from labor 
chiefs. 

The AFL-CIO executive council is 
demanding that the Eisenhower Ad- 
ministration scrap its “tight money” 
policy as a means of blocking the an- 
ticipated slide. 

The union heads also are unhappy 
about cuts in the defense budget or- 
dered by former Defense Secretary 
Charles E. Wilson. They say the cuts 
have not only reduced America’s de- 
fense posture, but also have “aggra- 
vated the downward drift in the econ- 
omy.” 


The White House is thinking about 
asking Congress to allow income tax 
deductions on contributions to research 
and development. If written into law, 
this would permit corporations and in- 
dividuals to write off all the funds they 
contribute to scientific education. Be- 
lief around the White House is that 
such a tax break would greatly stimu- 
late industrial interest in research, 
while not resulting a significant drop 
in federal revenue. 


Harassed officials of some big labor 
unions, already weary from the pound- 
ing they’ve taken this year from the 
Senate rackets investigators, may find 
themselves facing action by the U. S. 
Justice Department as well. 

The Department has been investi- 
gating alleged misdeeds in some labor 
unions since they first flared into the 
headlines months ago. The Depart- 
ment, through the FBI and its other 
branches, has been aiding the congres- 
sional investigators, as well as study- 
ing “a number of matters” referred to 
it by the committee. 

As yet, Administration spokesmen 
are not sure whether the Department’s 
probe will lead to a crackdown on any 
unions or their leaders. The Depart- 
ment has not yet reported to the White 
House on the possibility of legal action 
on union corruption or labor-manage- 





ment collusion. 


Shipments of machinery, trucks, 
planes and other military supplies from 
the United States to Communist Yugo- 
slavia may be coming to an end. Mar- 
shal Tito of Yugoslavia is making it 
clear in both words and actions that 
his allegiance is to Moscow, not to the 
West. As a result, U. S. congressmen 
are demanding in louder terms than 
ever before that the U. S. State Dept. 
cut off the flow of U. S. supplies and 
U. S. dollars to the Tito government. 

The State Dept. estimates that it 
has sent about $1.4 billion in commodi- 
ties and dollars to Yugoslavia in re- 
cent years. 

We should have been spending this 
kind of money on scientists and satel- 
lites, not Communists, some leading 
congressmen are now saying. 





Review of the 


Retail Trade 


[CONTINUED FROM PAGE 54] 


Shoe Volume Reported 
Normal in Baltimore 


Most Baltimore shoe merchants seem 
to agree that sales activity is about 
par for the course. Department stores 
and independents reported sales slight- 
ly up or at least even compared to the 
like period last year. (A minority re- 
port, filed by a chain in the extreme 
low price field, shows sales 1% per 
cent off in general and 15 to 20 per 
cent off in women’s dress shoes.) 

The pointed toe is well accepted in 
normally conservative Baltimore, and 
this goes for all price fields. One store 
(price range $12.95 - $29.95) reports 
that 50 per cent of women buying fash- 
ion shoes call for the pointed toe. A 
leading department store buyer says 
his spring pumps order will specify 
about 80 per cent pointed, 20 per cent 
modified. The tapered toe for children 
is going well, too. 

A store which reports “little or no 
resistance” to the pointed toe says it 
is doing a heavy volume in closed-up 
pumps. Black suede is doing well, and 
rnore calfskin is being moved than a 
year ago. A gratifying trend in down- 
town department stores is that women 
appear to be more ornament-conscious. 
Plain pumps are big sellers. 

Colorwise, Baltimore always has been 
a “blue” city—in the medium and up- 
per price ranges. Navy is holding well. 
Brown, touted at shoe shows earlier, 
hasn’t lived up to expectations. It sells, 
but nothing phenomenal. Black is No. 1 
preference in the low price range, and 
even in the luxury field. Says one 
dealer: “We’re selling much, much too 
much black.” There are signs that red 
is showing strength. 

Dealers in low price shoes report 
black a men’s leader, and see a trend 
away from “heavy” stuff. They’re sell- 
ing more light-weight shoes. 
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casuals, continue to gain. These are marked as re- 
sponsible for the fastest growing segment of the women’s 
shoe industry and the greatest potential for growth. 

The children’s business continues to show gains. Better 
sales figures are related both to the increased birth rate 
and to the number of new children’s shoe stores, depart- 
ments, and other outlets. There has been a lot of search- 
ing for shoes in the five to six dollar retail category. The 
trend is to some tapering of the toe, chiefly in patents, but 
thus far the conventional last is volume. Sales were 
heaviest on swivel straps, some ankle straps, and plenty 
of the basic one straps. In bubble saddles, black and white 
prevails, although red and white has strength and also may 
replace the plaids. 

Men’s business remains more normal than either women’s 
or children’s, although it has shown more strength than a 
year ago. This encouragement is due to a wider variety of 
styles, with the lighter weight constructions beginning to 


cut into staples. 
Milwaukee 


Men's shoe manufacturers, reviewing their activities at 
the recent Chicage National Shoe Fair seem agreed that 
it wasn’t much of an “order taking—selling event” for 
them. Most admit that they seldom anticipate writing a 
lot of business at the various national or regional trade 
showings, however. A key executive of one of the promi- 
nent men’s shoe firms admitted keen disappointment in 
the slim traffic lured by the Windy City show. “If it is 
up to me,” he said, “this will be the last time our com- 
pany will take part in the Shoe Fair. It costs us a week’s 
time that our men could have put to better use writing 
orders out on the road; and, it also costs a lot of money.” 

Despite the generally glum expressions by men’s shoe 
firm spokesmen concerning their views on the Chicago 
Shoe Fair, plants are all working at full capacity as orders 
for spring merchandise keep coming in from the terri- 
tories. 

No adverse reactions from dealers were noted to the 
selective price boosts announced in all men’s lines at the 
Shoe Fair. A few style changes are still anticipated, pri- 
marily in the lighter weight men’s shoes, but the changes 
will be very slight. 

Several manufacturers claim that their fall volume shows 
signs of being slightly off the levels they hit a year ago, 
although no alarm was being expressed. A good cold, 
wet snap could brighten the entire picture. 

Reports from children’s and ladies’ shoe producers re- 
flected a bright, optimistic outlook for the period ahead. 
Trade reactions to the lines Milwaukee producers dis- 
played in Chicago were said to be “excellent.” One maker 
of ladies’ casual shoes reported racking up the best list 
of orders he has written at the National Shoe Fair in 4-5 
years. 

Ladies’ footwear producers claim that small town dealers 
are accounting for the bulk of their business. These 


dealers are showing an increasingly strong demand for 
styles featuring medified tapered toes and heels—the 
type of shoes most plants here produce. 

Increasing emphasis is being placed in the ladies’ casual 
spring stylings on the embossed, sueded and textured 
brush leathers. 


“ 


“Smoke” or “sand” hues are expected to 
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pace the spring color sweepstakes. 

Children’s shoe plant executives are exuding optimism 
over the period ahead. Excellent spring orders reflected 
the dealer acceptance of the lines they unveiled at Chi- 
cago. Gray and tan leather numbers in children’s shoes 
are expected to make a solid impact in spring sales. Pro- 
ducers reported fine reaction to the expanded boy’s lines 
due largely to the Ivy League influence. Addition of 
whites, bucks and black and white saddle shoe numbers to 
the line of one major children’s shoe firm is proving ex- 
tremely gratifying. 


New England 


THE word “spotty” has been overworked recently but it 
is about the only one which can be used to describe con- 
ditions in New England shoe factories during the second 
half of November. Companies making low-priced footwear, 
attractively styled, have booked more business.than have 
makers of better grades of women’s shoes. Much of this 
new business has been taken at no increase in price and, 
in some instances, these prices have been guaranteed as 
far in advance as January 1. 

With unions about ready to open negotiations for new 
contracts, the question arises as to whether these manu- 
facturers will elect to absorb the expected increase in 
labor costs, as they have in the past, or will find them- 
selves forced to pass it along to their customers—chains 
and independent shoe retailers. 

Since at least one of the unions’ arguments for an in- 
crease will be based on cost of living hikes, the New 
England Shoe and Leather Association has met the issue 
head on at least insofar as Massachusetts companies are 
concerned. NESLA points out that from June, 1950, to 
August, 1957, shoe workers in that state have increased 
their hourly earnings from $1.21 to $1.66, or 37 per cent, 
whereas the cost of living has gone up only 20 per cent. 

In the period beginning in January, 1956, and ending 
in August of this year, NESLA argues, hourly earnings 
have increased 9.2 per cent, from $1.52 to $1.66, during 
which period the cost of living index shows an advance of 
7.4 per cent. The cost of living argument, however, will 
not be the only item in negotiations between employer and 
union. The latter has made it clear that it will press for 
a pension plan and assurance that the extra week of the 
paid vacation, already in existence, will be continued and 
that workers will not be called back to work during that 
vacation period as they say they have been in some cases 
in the past. 

Men’s low priced shoe manufacturers have shared to 
some extent in the business being booked but medium and 
higher grades have been operating on almost a week to 
week basis. With some exceptions, much the same is true 
in the children’s segment of the industry. 





DorHan, Ata.—A live television presentation of chil- 
dren’s western boots as Christmas gifts proved one of the 
best investments which Louis Cohen, owner of The Shoe 
Mart here, has ever made. 

A weekly television spot was used through the month 
prior to Christmas, when a popular western movie is pre- 
sented by a Dothan station, between 5:30 to 6:00. The 
movie has an exceptionally high rating with Dothan’s 
youngsters. When the opportunity came for Cohen to 
co-sponsor the presentation, he went to a children’s wear 
retailer carrying a complete line of cowboy outfits and 
teamed up for a colorful and effective TV presentation. 

Around six pairs of cowboy boots were shown on each 
TV presentation with an average of three commercials to 
a half hour show. 


























































STAY AT THE 
HEeRATON-\ACALPiN 


YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we're right in the middle 
of the shoe market, close to countless wholesale sources. 
New York’s fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT —Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We've been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TV, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 


McAlpin! 


N.Y. HEADQUARTERS FOR THE SHOE INDUSTRY 


neRATon-\4CA Pin 
Horer 


Inthe Heart of the Penn Aone, 


BROADWAY AT 34th STREET 
George D. Johnson, General Manager 





January Weather 


[CONTINUED FROM PAGE 51] 


colder than usual; western sections, including Montana, 
Wyoming and Colorado, will be much colder than normal. 
Last year, practically all stations were much colder than 
normal. Precipitation should be relatively heavy in Mis- 
souri, Colorado, North Dakota and Manitoba Province. 


Area V: South Central 


January’s precipitation will average above normal in 
most parts of Texas, Oklahoma and Arkansas. However, 
Louisiana and the Texas-Oklahoma Panhandle area should 
be somewhat drier than usual. Last year, conditions were 
generally very dry except for Arkansas. Temperatures will 
average colder than usual and much colder than January 


1957. 


Area VI: Northwest 


Colder and drier than usual is forecast for most sections 
of the Northwest. Temperatures should average four to 
seven degrees below normal and statewide precipitation 
will range from 50 per cent of normal in British Columbia 
to 75 per cent of normal in southern Oregon. A relatively 
high percentage of the month’s precipitation will be in 
the form of snow. 


Area VII: Southwest 


Central and southern California and most other sections 
of the Southwest will be wetter and cooler than usual. 
Precipitation should average 150 per cent, or more, of 
normal in southern California and eastern Arizona. Last 
January, this entire region was wetter than usual while 
temperatures were much above normal in Arizona and Utah 
and below normal in California and Nevada. 


2,000,000th Pair Promotion 












































A Naturalizer window display at Lit Brothers, Philadel- 
phia, during a Lit-Naturglizer "2,000,000th Pair’ Promo- 
tion. A customer-contest embracing all six Lit Brothers’ 
Stores in Philadelphia was the highlight of the promotion 
celebrating the sale of the 2,000,000th pair of Naturalizer 
Shoes at Lit Brothers. Eligible customers were required to 
guess the exact day, hour, minute and second the 2,000,- 
000th sale was made. The Grand Prize Winner received a 
Northeast Airlines Cinderella trip for two to Miami, plus 
a week's stay for two at the plush Hotel Versailles. In 
addition, the purchaser of the two millionth pair received 
a full wardrobe of Naturalizer Shoes, and runners-up in the 
contest were given a pair of the new fall Naturalizers. 
Lits has been selling Naturalizer Shoes since 1924. Annual 
sales in Lit Stores total 100,000 pairs. 
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WILLIAM BURROUGHS 









Better fit for a tapered toe shoe and a more graceful 
carriage for the wearer were the objectives of this new 
last, originated by William Burroughs of the Burns Shoe 
Co. of New York and executed by Kenneth E. Holmes. 
partner in the firm of F. W. Stuart Last Co. of Andover, 
Massachusetts. 

By moving the toe point in one-half inch the inside 









line of the shoe is made to conform to the natural straight 
line of the big toe. The last, according to its designer 






Fashion Last Contorms to Foot 


Reading left to right: Shoe on old last, shoe on new last. Pair of shoes 
on new last. Outline drawings showing new inward swing of toe. 








William Burroughs, holds the foot in its normal position 
in the shoe at the ball and then follows the true line of 
the toes. 

Besides giving better fit, this normal straight line also 
gives the wearer the appearance of greater balance and 
poise in walking even when she is inclined to toe out. 
Another interesting aspect of the new last shape is the 
way in which the two shoes fit together to give the im- 
pression of a single whole. 














Three Points for Selling Work Shoes 


Denver—Encouraging the customer to set up a perma- 
nent size record whereby he can reorder by mail, carrying 
an extremely complete inventory, and concentration on 
“quality rather than price” are the points which have 
made a resounding success of work shoe merchandising in 
the basement men’s shoe department of The May Com- 
pany, here. 

Shoe buyer Al Jenes set out to capture a big share of 
the work shoe market two years ago, with the conviction 
that “department stores are scarcely in the running where 
work shoes are concerned.” Well aware that the bulk of 
work shoe customers do their buying from mail-order 
houses, small-town specialty stores, etc., he programmed 
his selling campaign to give the customer something extra. 

First, the inventory in the big basement men’s shoe de- 
partment was carefully arranged to cover almost all work- 
ingmen’s fields, resulting in around 20 occupations being 
represented. 

Next, Jones deliberately “took price out of the picture” 
by concentrating almost entirely on better-class, top-quality 
work shoes, priced from $7.99 to $19.95. With this sort 
of a line-up, salesmen have been trained to “talk quality 
all the way” instead of price, and to remind the budget- 
minded working man that the store is selling long term 
satisfaction, comfort, and durability, rather than “cutting 
the corners” to save a few cents. This sort of suggestion 
has been relatively easy to put across nowadays, according 
to The May Company, inasmuch as most working men 
today are enjoying the highest incomes in their experi- 
ence and are not inclined to quibble over price. Imple- 
menting the scope of the inventory is the fact that The 
May Company regularly sells types of work shoes never 
before carried by department stores in the area. Included 
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are roofers’ heavy-duty footwear, logger boots, specialty 
shoes for the mailman and policeman which bring “good 
looks back into the picture,” etc. There are at least a 
dozen varieties from which mailmen and policemen can 
choose, and very few types of work shoes which are not 
backed up by at least three selections. Most sales in the 
high end of the price bracket, incidentally, are to railroad 
men, such as conductors, porters, brakemen, who are con- 
stantly on their feet but must maintain appearance along 
with comfort. The May Company shoe department has 
received enthusiastic endorsement from most major rail- 
road lines serving Denver on the basis of this stock. 

Another “extra” which carries much weight in selling 
the working man is keeping a complete file record on 
every pair sold which gives the weight, stock number, size, 
price, and other reference information which makes it 
possible to quickly service the customer by mail or tele- 
phone. This program began with one major line of work 
shoes which are continuous sellers in The May Company, 
and the store continuously “grades up” its customers from 
lower price work shoes into the moderate, better price 
lines by simply pointing out that this type of permanent 
record is available and that the customer can save himself 
the problem of struggling through downtown traffic, etc., 
by being placed on record and thereafter served by mail. 

Mail-order business which at one time was non-existent 
in the basement shoe department, has become an important 
segment of the year’s sales. It isn’t unusual for customers 
to write in from cities hundreds of miles distant as a result 
of a single call at the Denver department store. “We put 
a lot of effort into careful fitting at the first call,” it was 
pointed out. Then by selling the customer in the same 
quality bracket, inviting him by mail to come back for a 
recheck on his fit at regular intervals, we have created a 
permanent customer.” 


























New Products 





Rubber Heel for Men’s Shoes 


THE B. F. GOODRICH Industrial Prod- 
ucts Company, Clarksville, Tenn., has 
begun production of a new rubber heel 
for men’s shees. The heel is intended 
for both shoe manufacturers and the 
repair trade. 





The new heel, called Extrawear, is 
of modern design and is made with 
either contrasting or matching inserts. 
It is a companion item to the com- 
pany’s Extrasoft heel and is offered as 
a complete line in non-marking black 
and brown colors. It is intended to sell 
in the medium price range. 





Two New Stock Lines 
Of Vinyl Socklining 

THE GENERAL TIRE & Rubber Com- 
pany, Textileather Division, Toledo, 
Ohio, has introduced two new stock 
lines of Rayette, a high strength vinyl 
socklining for women’s and children’s 
shoes. This material has gained wide 
acceptance since it was first introduced 
several years age. 

Rayette combines durability, excel- 
lent adhesion, flexibility and lasting 
beauty. It comes in a wide range of 





consumer tested colors and is stocked 
for roll shipment from either Boston 
or Toledo. The company will also ac- 
cept orders for special colors and 
grains. 

The material comes in two weights: 
Rayette 3201 at approximately nine 
cents a square foot, and Rayette 3260 
at about seven cents a square foot. 
Both weights come in 25 and 50 inch 
widths. 


For Resurfacing Storefronts 


A NEW cold-glazed concrete mate- 
rial called Vitricon is being used for 
resurfacing storefront exteriors. 





Vitricon is based on a tough, durable 
concrete formula. It is rapidly sprayed 
on all types of masonry surfaces, in- 
cluding marble. Once Vitricon hardens 
it forms an integral bond with the un- 
derlying material and it has a glazed 
surface that maintains its luster. Main- 
tenance is not required under normal 
usage. 

A large number of color combina- 
tions are available, depending on the 
pigments added to the mixture. Vitri- 
con is non-inflammable and practically 
odorless. Working hardness is reached 
in a few hours. Concrete, brick, block, 
stucco or plaster are equally well 
suited to Vitricon treatment. Vitricon 






can be 1;sed to coat contoured or ornate 
surfaces. Since Vitricon sheds dirt and 
resists marring, cleaning is easily done 
with soap and water. 

A number of important Vitricon ap- 
plications have been made in industrial 
and commercial buildings, including 
the New York Coliseum, the Socony 
Mobil Building, New York City, and 
the IBM Building project in Lexington, 
Ky. The photograph shows an appli- 
cation to the exterior of a Miles shoe 
store, Fifth Ave., N. Y. The applica- 
tion in this case was over marble. 





Cotton and Plastic Material 


“PATENT STRIPE” by Gilbert Free- 
man is a material with an all cotton 
base and a stripe of indestructible 
plastic, made by an exclusive process. 
(Patent applied for.) The stripe is 
available in solid black, navy blue and 
white; also in tan and natural, white 





and natural, white and black, black 
and black, white and gray. It has been 
combined effectively with black patent 
leather and is equally adapted to com- 
bining with other patent leather colors 
to match different color stripes. 





Julian & Kokenge Issues 
Historical Booklet 


THE JULIAN & KOKENGE COMPANY, 
Columbus, Ohio, has issued, in attrac- 
tive booklet form, a brief historical 
sketch of the cempany. The booklet 
is illustrated with drawings. It traces 
the history of the company from 1892 
to the present time. 


Julian & Kokenge was founded in 
Cincinnati by W. A. Julian as the 
Julian & Alter Company. Mr. Julian 
was named treasurer of the United 
States in 1933 and held that office for 
18 years until his death. 

The company became the Julian & 
Kokenge Company in 1903 when Henry 
Kokenge became treasurer and was 
put in charge of manufacturing. Later 
H. N. Lape became active as sales 
manager and the demand for J. & K. 
shoes made plant expansion necessary. 
The Columbus plant was built in 1921. 
At the present time production runs 
at the rate of 4,000 pairs of high grade 
women’s shoes a day under the brand 
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names, Foot Saver, Dr. Locke and 
British Walkers. 

Copies of this booklet may be had 
by writing to the company. 





Fontius Shoe Company 
Likes to Promote Its ‘Firsts’ 


DENVER — When the Fontius 
Shoe Company believes it has a 
“first” in a new trend or footwear 
style, it advertises it and carries 
“first in Denver” in much of its pro- 
motions. This occurred more than a 
year ago, when it first showed the 
Ivy League saddles, which are still 
selling here in volume. 

“Fontius first again with the new 
Ivy League lacing socks” both dis- 
plays and ads declared in Novem- 
ber, when Fontius introduced this 
item, displaying it with shoes in the 
teen-agers’ department. ‘Neatest 
Ivy trick since buckle-back saddles” 








said the display card. 

Salesmen suggest 
“must” with shoe sales and as 
Christmas gift items, and, so far, 
with big success. Of white combed 
cotton, each pair is presented in a 
pliofilm bag with two pairs of laces 
in two colors. 


them as a 


Gallenkamp Spring Opening 
EL CERRITO, CALIF.—Harry 
Kollinger, northern California su- 
pervisor for the Gallenkamp Shoe 
Stores, announced plans for open- 
ing of an ultra-modern store in the 
new El] Cerrito Shopping Center. 
The center is now under construc- 
tion. Mr. Kollinger said the store 
will be opened in the spring. It is 
being designed by the center’s archi- 
tect and Frederick Frankel, Gallen- 
kamp’s interior design consultant. 
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Materials Imaginative and Gay 
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And along with all these practical features, these shoes 
have followed leading shoe style trends. They have tapered 
toes and buckles and bows. This year—1958—they are 
being made in a wide variety of fabrics, both solid colors 
and prints. Flowers and stripes are favorites as they are 
for style shoes. A red and white stripe combined with 
solid blue in one shoe makes a tri-color team. Navy blue 
and white stripes combined are favorites. The nautical 
feeling is strong when these striped areas, most often in 
a goring, are used like a dickey at the throat of the shoe. 
The idea was used last year and seems just as good. 

True to the general style picture, pumps are number 
one in these rubber-soled casuals, too. Stepins with gor- 
ing are important, and ties are included in the new lines. 
The instep strap on a comfortable medium low heel is a 
type that carries over from year to year. It is regarded 
in the industry as a must since it is the shoe that many 
more mature women ask for. 

Women know these things without your telling them so, 
but they are still good promotion ideas. Shoes like these 
are always good material for attractive displays. Patio, 
beach, garden; informal home living upstairs or down; 
cooking dinner or at ease after the meal—these are all 
scenes where these shoes are perfectly at home and show 
their versatility. 

And then there is the opportunity to make a family 
story of summer casuals. Some manufacturers put certain 
styles into both women’s and children’s sizes. There are 
men’s shoes that will fit into the family group, too. Gather 
them all together; put them on models, in an attractive 
setting, and the story, often repeated though it may be, is 
still a selling idea. 


New Rubies Casuals 


"Weekender", men's smartly styled gore slipon from Hood 

Rubber Company. Tartan saddle gives style interest to 

four-eyelet tie with sponge heel and Snugfit Arch, from 
Beacon Falls. 


One of the oldest styles in men’s shoes was the Russian 
leather boot which was popular in the 16th Century in 
France because it was so tight-fitting that the dandy had 
to actually soak his legs and feet in icy water before he 
dressed in order to make them small enough to squeeze 
into the gear. Nothing was worn underneath them, ac- 
cording to a satirical poem of the time which describes 
them with the phrase, “They save the wearer all sorts of 
silk stockings.” 
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THE SOLE 
TMeY 
NEED 


Val-Cork 


Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Val-Cork © 


VUL-CORK & 
VUL CORK NEOP 


80 light, so flexible, so resilient you can roll them up... right in the palm of you 










Shoe Wholesalers 
[CONTINUED FROM PAGE 45] 


by the manufacturer—especially if 
he makes goods for the wholesale 
trade—the manufacturer’ should 
keep in mind the wholesaler’s par- 
ticular problems. In many cases 
lines can be developed especially for 
sale to the wholesale trade, which 
do not compete with the manufac- 
turer’s own products which he sells 
direct. These wholesalers’ goods 
should be priced to the wholesaler 
so that he can make a legitimate 
markup and so that the retail price 
will fall into a popular price cate- 
gory. 

When a manufacturer wants to 
sell the wholesale trade, it never 
seems to work out very well if he 
also sells the retail trade direct. 
Such a practice invariably leads to 
confusion and misunderstandings 
which may well result in the even- 
tual loss of the wholesaler’s busi- 
ness. 

As far as the wholesaler himself 
is concerned, it is believed that he 
can profitably turn his attention to- 
wards concern over his future un- 
less some defensive measures are 





A BETTER FIT... ONLY 4 SIZES TO STOCK 


Tingley Men's Sandal. Black $1.66 pr. 
Brown $1.80 pr. Pure Gum $2.35 pr. 
4 sizes fit shoes 6'/.-13. Diamond grid 
non-slip sole. 
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taken to strengthen his situation. 

It would appear that the forma- 
tion of a strong trade association 
could be a valuable asset in preserv- 
ing the wholesaler’s present posi- 
tion against further encroachments. 
Increasing attention might well be 
paid to the problems of the whole- 
saler’s customers—and a distinct 
effort made to strengthen the per- 
sonal and business relationships be- 
tween the wholesaler and the inde- 
pendent store. 

Like manufacturers, independent 
shoe retailers should recognize the 
important part that wholesalers 
play in shoe distribution and should 
be governed accordingly in their 
dealings with them. Wholesalers 
depend upon advance orders to know 
how to plan their stocks for in-sea- 
son fill-in business—and by co- 
operating and placing orders early, 
the retailer can assure himself of 
adequate stocks and good service 
when the season begins. By prompt 
payments of his obligations, by 
avoiding single pair orders, by util- 
izing the salesmen’s time effectively 
instead of wasting it, and by being 
courteous in his dealings with the 
wholesaler, the retailer can reap the 





benefits in the form of bettered ser- 
vice, increased interest on the part 
of his source, and lowered costs. 


Conclusions 


The foregoing seems to disprove 
the allegation that footwear whole- 
saling is a decadent business. While 
it is true that wholesaling has not 
increased proportionately with popu- 
lation growth, the shoe wholesaler is 
still important to hundreds of man- 
ufacturers and thousands of retail- 
ers, and it is unlikely that this situ- 
ation will change perceptibly in the 
foreseeable future. 

Due to the increasing competition 
of the manufacturer and the chain, 
the shoe wholesaler is faced with a 
limitation of his market. This prob- 
lem is further complicated by the 
fact that in general the wholesaler 
handles only low and moderately 
priced merchandise, which further 
limits the market that he can expect 
to serve, although since this article 
was originally written, a distinct 
upgrading in quality and price has 
taken place in many wholesalers’ 
lines. 

There are definite possibilities for 
the wholesaler’s future by voluntary 











Give your customer a perfect fit in light, 
comfortable, neat looking, stretchable, 
rubbers that will outlast several pairs of 
shoes. Whether clogs, sandals or storm 
rubbers . . . you can do this with less 
than % the inventory old-fashioned 
lined rubbers would require. And, fill- 
ins are quickly available from nearby 
distributors’ stocks. You can make 
money with the Tingley Line. 


RUBBER CORPORATION 
ES ENE ES STS eM, 
Rahway, New Jersey ® Established 1896 
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integrations or direct financial ac- 
quisitions, both in the realm of the 
retailer and of competing similar 
type wholesalers. Opportunities for 
increased volume and lessened ex- 
pense, as well as the protection of 
existing markets, are possible under 
such plans. 

Yes, there is a challenge facing 
today’s independent shoe whole- 
saler—but by intelligent analysis 
of the problems confronting him, 
and by aggressive and courageous 
action after the facts have been 
determined, it is felt that shoe 
wholesalers can not only maintain 
but materially improve their pres- 
ent competitive situations. 

In summary, then, it can be said 
that: 

Wholesalers of shoes have lost a 
portion of their market in recent 
years, but they continue to distrib- 
_ ute a significant quantity of goods. 
Their complete elimination is high- 
ly unlikely, although the intense 
eompetition in the field tends to 
eliminate the inefficient individual 
firm, at the same time making the 
efficient constantly seek ways to im- 
prove operations and reduce costs. 

Shoe wholesalers have held their 
own volume-wise, but they have de- 
clined in relative importance, be- 
cause they have not shared propor- 
tionately in the ever-expanding total 
market. This has been due to ad- 
verse effects of brand-name adver- 
tising, the growth of the shoe chain 
store, and the vertical and horizon- 
tal integration of large producers. 

The independent dealer—the logi- 
cal customer of the wholesaler—is 
and will continue to be important 
in the retail distribution of shoes. 

Wholesalers, in order to retain 
their existing portion of the market, 
might well benefit by their own in- 
tegrations, and the formation of a 
strong trade association. 

Manufacturers and independent 
retailers need the wholesaler to as- 
sure continued efficient and econom- 
ical operations. Both are in an ex- 
cellent position to benefit by co- 
operation with the wholesaler. 

Wholesalers of footwear have 
earned a modest return on their 
investment despite those who claim 
there is no need for them. If an 
asset is earning, there is good rea- 
son for saying that it is economi- 
cally justified. 
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There’s Life in 
Shoes for Kids 
[CONTINUED FROM PAGE 49] 


Any children’s business must be 
built around a strong, well-known 
line, he insists. If a store features a 
reliable line, customers will be sure 
to come in in the first place. If that 
store gives the proper service, they 
will come back. Customers looking 
for quality and fit are repeat cus- 
tomers. They are not price shoppers. 

A well rounded and reliable in- 





stock service is also essential. This 
makes it possible to fit any need. 
Fast in-stock service is essential if 
a store has limited stock space. In 
these days of high rentals, based 
on floor area, this can be a matter 
of vital economy. Hecker’s carries 
boys’ shoes in A’s to double E’s and 
children’s to double B’s. 

A good line of staple shoes is the 
ideal business builder. These should 
serve as background for high style 
shoes. The latter should also be 
[TURN TO FOLLOWING PAGE, PLEASE] 





with Pierce display trees. 











Men’s New Shoe Fashions Look Better 
With Pierce’ s Low-Top Display Trees 


LOW-TOPS ARE LIGHTER . 
Pierce's low top wood display trees for men are lighter in weight 
and lower cut. They are specifically fashioned to accentuate 
the beauty of lowered ankle lines in the two and three-eyelet, 
Continental and step-in men's shoe styles. 


FORM SHOES PERFECTLY .... Pierce's wod display 
trees, precision built by shoe tree specialists, assure smooth 
instep and ankle fit. They form shoes perfectly for display in 
windows, on the counters, or in store display cases. Easily in- 
serted or withdrawn from the shoes. 


PERSONALIZE YOUR DISPLAY 
alized trade name or trade mark, embossed in gold on leather 
insert, will add distinction to your men's shoe displays. Fine 
shoe detailing is worthy of distinctive presentation. 


Write today for further information on how you can 
highlight outstanding men's shoe fashions in your displays 


WEST COAST REPRESENTATIVE 
MISSION MANUFACTURING COMPANY 
1322 South Main St., Los Angeles, Calif. 





US. PLERCE COMPAN cassacuuses 
de We v} re Vie Oe Ml MASSACHUSETTS 


A new Howard 
& Foster ‘'Low- 
Top" step-in 
shoe fashion for 
men. 


Newly designed, 


. . . Your person- 













regarded as extra pair sales. 

The older boys have been neg- 
lected by the average small retailer, 
Mr. Hecker observes. The chain 
operator has seen the potentials of 
this market and capitalized on it. 
He has done so by giving service 
and providing a range of styles and 
sizes. 

Boys from ten years old on wear 
out more shoes than any other 
group. The average for a style con- 
scious boy is at the very least four 
pairs a year, two pair each for 
school and two for dress. And since 
many boys are hard on their shoes, 
many of them average up to six or 
eight pair. As soon as boys go into 
size 3, they need a different type of 
service and approach. This is the 
time to broaden out in styles from 
the conventional staples that the 
mothers have selected. If you don’t 
have different types of shoes, within 
a few years you are going to lose 
that boy as a customer. And, once 
lost, he won’t be back. 

He can be kept, Mr. Hecker points 
out, by providing the proper styles. 
Right now the plain loafers are the 
most popular. The boys usually fol- 
low the men’s patterns very closely, 
with but a slight lag. If this type 
of styling is carried through, the 
boys stay with the store and natu- 
rally work into their men’s sizes 
under its guidance, and as its cus- 
tomers. 

These factors alone are not enough 
to get and keep business in these 
highly competitive days, Mr. Hecker 
emphasizes. He sees a lot of well- 
planned advertising as the only way 
to get a lot of business. His firm 
spends from 3% per cent to 4 per 
cent of total sales volume on adver- 


tising. This is probably high for a 
smaller retailer, but Mr. Hecker be- 
lieves that it brings results. He 
uses local neighborhood as well as 
the daily Milwaukee papers. Thus, 
he estimates he has an intensive 
coverage of an area of 70,000 or 
more persons. He operates on a 
planned program. He allots 60 per 
cent of the total te children’s shoes, 
the rest divided between men’s 
shoes and women’s casuals. The 
children’s advertising is divided be- 
tween staple and party shoes. Heavy 
advertising for back-to-school shoes 
begins August 15 and runs through 
mid-September. About September 
25, he starts on party shoes and 
continues well into the _ winter. 
Staples and party shoes are then 
alternated in keeping with the sea- 
son and occasions. Since men buy 
their shoes after children are 
through buying and after the back 
to school rush, he with-holds adver- 
tising until then. Then men’s ad- 
vertising runs every third week. 
Older boys’, growing girls’, and 
women’s casuals are advertised 
about the same time as children’s. 
A small advertisement featuring a 
baby shoe appears regularly each 
week, throughout the year. 

Another aid to business is the 
Twelve Pair Club. After a family 
has purchased eleven pairs of shoes, 
the average purchase price applies 
as a reduction on the twelfth pair. 
This has proved particularly helpful 
in bringing men into the store. 
Men’s shopping habits are estab- 
lished and harder to break than 
women’s or children’s. However, 
this urge to build up additional 
pairs under this plan is persuasive 
in bringing them in. 





Shoe Store Sales Up Generally in St. Louis Area 


ST. LOUIS — Department store 
sales of children’s shoes in the 
Eighth Federal Reserve District 
were up five per cent for the eight 
months period, February through 
September, 1957, as compared with 
the same period of 1956. 

According to Federal Reserve 
Bank figures recently released, de- 
partment store sales of women’s 
shoes were up two per cent in the 
district for this period, while sales 
of men’s and boys’ shoes and slip- 
pers showed no change. St. Louis, 
Louisville, Memphis and Little Rock 
are included in the tabulations. 
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September, 1957, sales of chil- 
dren’s shoes showed these percent- 
ages of change over September of 
1956: St. Louis, up 13 per cent; 
Louisville, down 16 per cent; Mem- 
phis, down 13 per cent; Little Rock, 
unreported. 

September sales of women’s foot- 
wear, compared to the correspond- 
ing month of September last year, 
showed percentage changes as fol- 
lows: St. Louis, up 13 per cent; 
Louisville, down one per cent; Mem- 
phis, up one per cent; and Little 
Rock, up two per cent. 

Percentage change in stocks on 


hand September 30, 1957 in depart- 
ment stores in the district was listed 
as up two per cent for children’s 
shoes in the district, down three per 
cent for women’s shoes, and down 
three per cent for men’s and boys’ 
shoes and slippers. 

Independent Shoemen Names 
Lorna Starbird to Chair 


BOSTON—Lorna Starbird, execu- 
tive secretary for Lissak and Com- 
pany, New Bedford, Mass., was re- 
cently appointed chairman of the 


LORNA STARBIRD 


membership committee for Inde- 
pendent Shoemen. 

Miss Starbird has been in her 
present position for 12 years. She 
became a member of Independent 
Shoemen at its inception. 

Among her many interests out- 
side the shoe business is radio, and 
for the past four years she has ap- 
peared as hostess for the Brockton 
Public Library on a weekly pro- 
gram, which is a public service fea- 
ture of Station WBET, Brockton, 
Mass. 

She has found a way of combin- 
ing her interest in photography and 
history with various selling trips 
made around the country and has 
given a number of lectures illus- 
trated by pictures taken by herself. 

Miss Starbird is a past president 
of the Poetry Fellowship of Maine 
and has been a member of Shoe- 
women Executives since the group 
was organized. 


Fontius Named to Alumni Post 

DENVER—Harry E. Fontius, Jr., 
vice-president and manager of the 
Fontius Shoe Company, was elected 
president of the National Colorado 
College Association. He will take 
office July 1, 1958. 
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These four Columbus salesmen head the Ohio Shoe Travelers Club for the ensuing 
year. Left to right, they are Clyde Logan, representing the Tweedie Footwear 
Corporation of Jefferson City, Mo., president; Robert W. Dowling of Brown Shoe 
Company, St. Louis, second vice-president; William C. Short, Edwards Shoe Com- 
pany, Philadelphia, first vice-president; and Ray L. Brooks, Sandler of Boston, 
secretary-treasurer. A. J. Wilmot of Deevers Shoe Company, Lutesville, Mo., and 
also of Columbus, as retiring president became chairman of the board. 


COLUMBUS, O.—Most travelers 
expressed surprise at the extent 
of the buying at the show here 
sponsored by the Ohio Shoe Travel- 
ers Club at the Deshler Hilton 
Hotel. More than 600 retailers 
from Ohio, Kentucky and West Vir- 
ginia viewed 125 lines. 

Al Wilmot, retiring president of 
the travelers, attributed good busi- 
ness to the tapered toe, which is 
being firmly accepted in this nor- 
mally conservative trade area, and 
to the more dominant role of color. 

The fact that the tapered toe 
lends itself to the slenderized look 
of current fashions was also said 
to be an aid to overcoming resis- 
tance. 

Lightweight flexible men’s shoes 
are going good for spring. Blacks 
continue best, as usual. The stitch 
and turn welt, with a cemented 
sole, is popular. Square toes are 
catching on gradually. And a com- 
bination of smooth and grain leath- 
ers is in demand. 

The demand for slip-ons con- 
tinues good. But in all lines, men 
are demanding a trimmer, neater 
shoe that goes well with the new 
look in men’s clothes. 
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One company said its new “filter 
tip” shoe is replacing the meshes 
and punch vamps which become 
markdowns after the Fourth of 
July. This new shoe embodies a 
vamp in which the fine holes are 
introduced in such a way as to be 
invisible in the grained leather ef- 
fect. 

Women’s shoes most in demand 
at the show ranged from black pat- 
ents to the various blues, red pep- 
per calf, the natural colors and 
sunshine colors. 

There was considerable demand 
for calfskins, patents, kidskins, 
delta silks — brushed calf imports 
from France—and a lot of interest 
in prints which, along with dressy 
casuals, are expected to be good for 
late spring. 

Juvenile sports shoes, especially 
as they affect the girls trade, are 
popular in the lollipop and gum- 
drop models, with red and white 
saddles still attracting the biggest 
volume buying. 

One company said its new side 
saddle, a number in which the Ox- 
ford has a saddle on one side, 
plain leather on the other—is meet- 
ing unexpected acceptance. 


The club elected Al Wilmot chair- 
man of the board; Clyde Logan, 
president; William Short, first vice- 
president; Robert Dowling, second 
vice-president; and Ray Brooks, 
secretary-treasurer. All are from 
Columbus. 

The next show, introducing the 
1958 fall line, will be held in mid- 
May at the Deshler Hilton. 


Veteran Shoe Men Make 
Job Changes in Denver 

DENVER—Two major changes 
in men’s shoe personnel in down- 
town Denver stores have taken 
place with the naming of M. B. 
McIntyre as men’s shoe buyer for 
the Denver Dry Goods Company 
and with A. A. Gamble’s return to 
his former employer, the Fontius 
Shoe Company. 

Mr. Gamble, a native of Georgia 
and a shoe retailer for almost half 
a century, resigned as men’s shoe 
buyer at Denver Dry Goods Com- 
pany to rejoin the men’s depart- 
ment at Fontius’ downtown store. 

He had been buyer at the Den- 
ver Dry Goods Company for 13 
years, coming there from Fontius, 
where he had worked for 12 years. 
When he first came to Denver, he 
was associated with Broadhurst & 
Young Shoe Company, now out of 
business. Mr. Gamble began his 
shoe retailing with Hammersmith 
Shoe Company, Houston, Tex., also 
out of business now. 

Mr. McIntyre joined the Denver 
Dry Goods Company after resigna- 
tion as head of the men’s shoe de- 
partment at Daniels & Fisher Com- 
pany, just merged with the May 
Company. He came to Daniels & 
Fisher’s five years ago from Los 
Angeles, where he had been asso- 
ciated for 14 years with French 
Shriner & Urner. 





New Store in Pekin, Ill. 


PEKIN, ILL.—A new family shoe 
store, Hi-Style Shoes, has recently 
opened at 345 Court Street, here. 
The owner is William L. Waldmeier 
who formerly was a salesman in the 
Golden Rule Shoe Store here. 

The store features popular prices. 
The 24 by 60 foot store contains 20 
chairs, in chrome with brown plas- 
tic seats. Light oak fixtures include 
a hosiery and handbag bar. 

Court street is the main street 
through this town of 25,000. 










I. Miller Has Elegant New Cleveland Salon 


The new |. Miller shoe salon in the Sterling Lindner Davis store in Cleveland shows 
the use made of upholstered chairs and couches to give an uncluttered look, while 
providing adequate seating. 


CLEVELAND—The overall atmosphere 
of the new I. Miller Salon in the Ster- 
ling Lindner Davis department store, 
here, is one of quiet elegance, featuring 
warm colors and rich furnishings from 
the white lattice-work canopies above 
the archways into the department to 
the unique provincial fitting stools used 
throughout. 

Although Sterling’s shoe department 
was officially leased by I. Miller in No- 
vember, 1956, the remodeling did not 
get under way until a month before 
the recent opening. In little more than 
a month I. Miller’s store planners en- 
larged and redesigned the entire shoe 
area. 

The selling area was enlarged from 
50 by 49 feet to 55 by 55 feet. This 
added space, in addition to the informal 
arrangement of the furnishings has 
given the area an inviting spaciousness, 
without diminishing the seating space. 
Settees and overstuffed chairs are used 
in conjunction with attractive up- 
holstered chairs enabling the depart- 
ment to comfortably seat 81 people. 


Warn, rich colors are used through- 
out, with the settees and chairs covered 
in rust, gold and pink matelasses, and 
complimentary beiges and grays used 
for the valances and main wall decor. 
The rear wall is done in a beige and 
white lattice-work wallpaper, giving the 
effect of a mural. This area is flanked 
by recessed display boxes, lighted from 
within. 

In keeping with the salon decor, no 
standard display cases are used. In- 
stead rich walnut stained tables are 
located throughout the department and 
used to display individual coordinated 
shoe and handbag styles. The only dis- 
play case used is a special boutique 
case at the rear of the selling area, 
with high stools for customers while 
accessory shopping. 
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The department is well-lighted by 
seven teardrop crystal chandeliers run- 
ning the length of the ceiling as well 
as by attractive decorator lamps at 
various furniture groupings. 

The new I. Miller department is lo- 
cated to the rear of the main floor, di- 
rectly off the main aisle and to the left 
of the main bank of elevators. 

The stock area was not altered and 
retains its capacity of 28,000 pairs of 
shoes. 

Several new lines have been added 
since the department was leased by I. 
Miller. The new lines include Adores, 
Millies, Manikins and Evins. Former 
lines which the department will con- 
tinue to carry are Old Main Trotters, 
Shennanigans, Millerkins, Mademoi- 
selles and I. Millers. 

Burton Breese, with Sterling Lindner 
Davis for 21 years, will continue to 
manage the new I. Miller shoe salon. 
He is assisted by Walter Boos. 


Geuting Shoe Store Chain 
Observes 50th Anniversary 


PHILADELPHIA—A month-long 
observance of the 50th anniversary 
of the Geuting Company, nine-store 
shoe chain in this area, was cli- 
maxed by the presentation of plaque 
by the Chamber of Commerce. 

The company marked the obser- 
vance by inaugurating a contest 
which will provide two free trips 
to Rome for adults and a Mutt and 
Jeff cartoon coloring contest for 
children. 

The celebration began with the 
unveiling of a portrait of the late 
Anthony H. Geuting, founder of 
the firm, in the new headquarters 
store at 1528 Chestnut Street. 


Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City 

Market Week, Boot and Shoe Travelers’ 
Association of New York, at the Mar- 
bridge Bldg., Empire State Bldg., and 
at 112 West 34th Street, New York 

ec. 1-5 


Cleveland ..... ie Dec. 10-12 
The Guild of Better Shoe Manufactur- 
ers’ first showings of summer, 1958, 
styles. In individual sample rooms. 
The week of January 6 
Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 
Jan. 19-21 
Spring and Summer Showing, Mid-At- 
lantic Shoe Show, Benjamin Franklin 
Hotel, Philadelphia .. vane cee 
Summer Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn- 
Sheraton,. Pittsburgh .....Feb. 9-11 
Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 
nati Feb. 15-18 
Allied Shoe Products and Style Exhibit, 
Fall and Winter, Sheraton-McAlpin 
Hotel, New York City Feb. 22-25 
Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New 
York City Feb. 25-26 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Hotels 
Statler, Lenox, Sheraton-Jefferson and 
Park Plaza, St. Louis April 27-30 


a J 
Fellman Buys Jersey Store 


LIVINGSTON, N. J.—Jared Fell- 
man announced the purchase of a 
family shoe operation here recently. 
The store is 20 miles from New 
York City. 

He becomes the fifth member of 
his family to be actively engaged 
in the shoe business. His father, 
Al Fellman, developed and owns the 
patented Trivac Sole and is also 
associated with Trans World Shoe 
Corporation. His brother, Norman, 
is the New York representative of 
George E. Keith Company. Two 
uncles head up Fellman’s, Limited, 
a Manhattan retail operation. 

The Livingston store was estab- 
lished nine years ago. 
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Viner Bros. Display Rooms 


The RECORDER inadvertently ap- 
plied the wrong room numbers to a 
Viner Bros., Inc., advertisement in 
the November 15 issue in connection 
with that firm’s display at the Popu- 
lar Price Shoe Show of America in 
the McAlpin Hotel. 

The room numbers should read 
416, 418, 420, and 422. 
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Extra-Careful Purchasing Shown by Buyers at Boston 


BOSTON—New England retail- 
ers are putting a lot of concen- 
trated thought into their buying 
for spring. These three trends 
were noted during the _ regional 
show sponsored by the Boston Shoe 
Travelers Association and held at 
the Parker House during the second 
week in November: 

(1) Buyers’ refusal to place or- 
ders for overlapping or nearly 
overlapping price lines and a con- 
sequent widening of the gap be- 
tween retail price brackets. 

(2) A reduction in orders placed 
for women’s dress shoes and an 
increase in orders for casual types, 
expected to be even better sellers 
next year than they have been in 
1957. 

(8) A tendency to downgrade in 
some types of shoes.. This seemed 
to be the result, not of price in- 
creases asked by some manufac- 
turers of branded lines, but of the 
determination to widen the gap 
between price lines. As it was put 
by one buyer, the aim of most re- 
tailers is to do away with price 
line gaps of perhaps not more than 
a dollar and concentrate on lines 
on which these gaps will be three 
or four dollars. 

While price increases did not 
seriously affect business at this 
show, it was noticeable that there 
was less hesitation in placing firm 
orders with companies which have 
not increased their prices and 
which were accepting business on 
the basis of no increase at least 
until April 1. 

Furthermore, buying activity 
was confined largely to popular 
price lines in all categories—men’s, 
women’s and children’s. In men’s 
shoes the demand was for staple 
blacks and browns, loafer types and 
novelties such as the so-called 
“dirty buck.” In women’s shoes 
casuals outsold dress shoes by a 
wide margin and in a wide range 
of colors. Newer variations of the 
saddle oxford were good in chil- 
dren’s shoes. 

Guest speaker at the BSTA’s an- 
nual dinner meeting, held just be- 
fore the show opened, was Ed 
Trench, managing director of the 
National Shoe Travelers Associa- 
tion. Mr. Trench urged members 
of the regional group to cast their 
votes in favor of rejoining the 
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National at an early date and point- 
ed out the advantages of member- 
ship in that association. Informal 
polling revealed a strong sentiment 
in favor and a formal vote will be 
taken soon. 

Newly elected officers of the Bos- 
ton association are: 

President, Al Prudhomme, of 
Gerberich-Payne Shoe Company 
and Walkin Shoe Company, who 
succeeds Leon E. Kelley, Jr., of the 
Danvers Shoe Company; vice-presi- 


HAME 


DISCRIMINATING BUYERS PREFER 


SHOES LOOK NEW LONGER 


dent, Howard Harrison, Naturalizer 
division, Brown Shoe Company; 
secretary-treasurer, A. P. Richards 
(re-elected); and assistant to the 
president, Sydney L. Curry. 

These officers and the following 
members make up the executive 
committee: Irwin E. Finke, Sebago- 
Moc Company; John R. Thompson, 
Sam Smith Shoe Corporation; Chris 
Andersen, Curtis-Stephens-Embry 
Company; Ben Hamburg, Belgrade 
Shoe Company; and Ed Groipen, 
Nashua Footwear Corporation. 


LEATHER LININGS 


Kid and Lambskins 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


with Hamel Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 











Closed Pump Leading Style at the Detroit Shoe Fair 


DETROIT —The Detroit Shoe 
Fair, sponsored by the Michigan 
Shoe Travelers Club, opened with 
unusually heavy Sunday traffic. At- 
tendance was off on the following 
two days. Following, as it does, so 
closely behind the National Shoe 
Fair, this November Detroit Show 
is not considered quite the buying 
show that the January Show proves 
to be. 

Buying in women’s dress shoe 
lines for spring reflected definite 
acceptance of the tapered toe and 
slender heel, with the closed pump 
still the leading style. The extreme 
taper is selling readily for high- 
fashion promotion, while in the 
moderate price lines, modified ver- 
sions of the tapered last led in sales. 
Almost every pump pattern flaunts 
a bow or other decorative trim. 

With regard to color, sales aver- 
aged about 38 per cent in black pat- 
ent, 14 per cent white, and eight 
per cent each in beige, red, and blue. 
Red is on the way back after an 
almost total absence for several sea- 
sons, 

Soft little flatties with lightweight 
soles gained in sales as their popu- 


larity soars with teen-agers and 
young women. Deevers Shoe Com- 
pany’s line featured many softie 
patterns on 5 or 6 iron white Neo- 
lite soles and 6 to 9 iron Karak crepe 
soles. 

The California-lasted wedge heel 
casuals continued to sell to meet the 
cemands of the more conservative 
customer. Several exhibitors also 
commented on the upturn in open 
type casuals for summer wear. 

The “Ivy League” back buckle 
appeared to be on the way out at 
the senior high school and college 
level, although it.is still selling well 
in the little and growing girls’ lines. 

A new T-strap appeared in girls’ 
and misses’ dress shoe lines. 

Sales in the boys’ lines proved 
that the plain or moc-toe three-eye- 
let tie is still favored for dress 
wear. This style was shown suc- 
cessfully in a two-tone gray and ina 
black and white combination. A 
plain-vamped flax suede oxford was 
popular for casual wear. 

The trend to light, flexible styling 
was seen in men’s dress shoe lines. 
Many patterns were on a more 
tapered last, the uppers soft and 
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FORT DODGE, /OWA 


GREW UD IN THE FAMILY SHOE 

BUSINESS: STARTED SOVEARS AGO 

BY HIS FATHER AND MIS UNCLE, 
EA. AND SM. WELCH. 
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CUSTOMER AT THE FITTING STOOL. 
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ANO COMPANIONSHIP OF HIS FAMILY- 
WIFE ELOISE ANO THREE CHILOREN, 
L/W04, BARBARA, RICHY. 
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unlined, the soles light in weight. 

New trends were also seen in the 
canvas and waterproof footwear 
lines. Waterproof boots for chil- 
dren were being re-ordered mainly 
in white to fill immediate needs. 
Women’s thermo boots in white with 
white fur trim echoed this color 
lead. 

Many new styles in canvas foot- 
wear were shown. Here again, the 
swing was to a tapered look, Ivy 
League, and new colors. The best 
seller in one line for women was a 
peaked-vamp slip-on with a_ban- 
danna print lining and tie. The 
line also featured a children’s tennis 
shoe with uppers of newly-developed 
material that is ventilated, water- 
proof, durable, and easily cleaned. 


Thom McAn Opens Store 
In Bay Fair Shopping Center 


SAN LEANDRO, CALIF.—A 
Thom McAn family shoe store was 
opened recently in the new multi- 
million-dollar Bay Fair Shopping 
Center here. The store will be oper- 
ated by a local company, Bay Fair 
Thom McAn, Inc. 


PHILLIP O'MALLEY 


The store features contrasting 
decor for the men’s and women’s 
departments, soft carpeting and 
special lighting to improve the cus- 
tomers view of merchandise. The 
women’s salon is given a festive air 
by colorful chairs in chartreuse, 
pink, yellow and blue, while the 
men’s department offers copper red 
chairs for warmth. 

The store is Thom McAn’s first in 
San Leandro but its 47th in Cali- 
fornia. 

Phillip O’Malley, who was for- 
merly with Thom McAn stores in 
Hayward and Napa, is manager of 
the new store. 
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Pittsburgh Show Traffic Up; Pointed Toe Gets Stronger 


PITTSBURGH — Attendance and 
buying for spring selling was at 
least five per cent ahead of the 
comparable show last year. Price 
increases had no effect on the plac- 
ing of orders for later delivery at 
the Pittsburgh shoe show sponsored 
by the Pennsylvania Shoe Travelers’ 
Association here. 

The newest patterns were bought 
for early spring selling. 

The pointed toe is still in the 
picture and is getting stronger, 
especially in mid-heels. Though the 
tendency points to more open types 
for spring, pumps are still being 
purchased in volume. Silk prints for 
cruise wear and late spring and 
summer made a mark at the show. 

Good selling colors were black 
patent leather and black calf; blud 
calf, and Benedictine, red, bone and 
Imperial Blue calf. 

Though bow pumps sold well, 
pumps with treatments did very 
well. Deldi silk is good in pumps 
with ornaments. 

Best sellers in men’s shoes for 
spring and summer are slip-on 
types and three-eyelets as well as 


very flexible and light-weight styles. 

Brown and tans are picking up 
in sales, but black is still strong. 
Some interest was shown in black 
and white and brown and white in 
light-weight shoes. Advance orders 
were running ahead of last year. 

Fashion continues to dominate 
the children’s picture, following 
closely on the heels of adult styling. 
Little girls’ dress shoes are shown 
with tapered toes as well as modified 
lasts, with pumps more important 
than ever in the 12% to 3 range. 

Of greatest importance in 
leathers will be patent and white 
calf, followed by some blue, red 
and an assortment of fabric prints. 
Some interest is being shown in the 
T-strap. 

Little boys’ shoes are sticking 
close to men’s styling with black a 
very important element. Spring 
patterns include black in combina- 
tion with shantung, mesh and white. 

Officers elected at the association 
dinner held prior to the opening of 
the show were Milton Lewinter, 
Buskens and Honeybugs, who was 
re-elected president; Frank 4G. 





Mirra, Buster Brown Shoes, re- 
elected vice-president; Philip Lan- 
dish, Virginia Shoe Company, re- 
elected chairman of the board; and 
a board composed of Jerry Sch- 
wartz, American Junior Shoes; Bill 
Schwartz, Citations; Sumner 
Goodwin, Sandler of Boston, and 
Joseph Fischer, of W. L. Kreider’s 
Sons Manufacturing Company. 


A. S. Beck Store Promotions 


NEW YORK—Personnel promo- 
tions and new assignments in A. S. 
Beck Shoes’ retail stores were an- 
nounced by Jack Domash, vice- 
president in charge of store op- 
erations. 

Five new store managers and 12 
new assistant managers were 
named on the promotion list. 

The managers affected are 
Everett Frombach, D. Lederman, 
M. Joachim, H. Gugliotta, and Stan- 
ley Marcus. 

The assistant store managers 
promoted are J. G. Earon, D. L. 
McDonald, C. N. Weaver, T. DiVita, 
J. M. Bommarito, D. Goulding, A. 
Gordon, M. Philips, T. Alee, J. Sul- 
livan, J. Mosco, and A. Benjamin. 





salesmen by taking advantage of this offer. 


Give him the Recorder. The magazine that 
has been dedicated for over 75 years to fur- 
nishing retail shoe men with all the latest 
sales producing and cost cutting ideas. 
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St. Paul Shoe Show Draws 


ST. PAUL—The 1958 Spring 
Shoe Fair of Northwest Shoe 
Travelers Inc., held here recently 
drew an attendance estimated at 
11 per cent higher than a year 
ago. Retailers came from Minnesota, 
Wisconsin, northern Michigan, 
Iowa, Nebraska, Wyoming, North 
and South Dakota and Canada. 

Most were in a buying mood and 
enthusiastic about the prospect of 
spring and summer business. In 
women’s shoes, the pointed toe is 
selling well. Both rural districts 
and larger cities stores find custo- 
mers are accepting it readily. There 
were very few sales of round toes. 

Black patent was a leader in sales 
with 50 to 60 per cent in this 
material. After leaving the patent 
family, blue, red and sand were 
about equal in popularity. There 
was a good amount of high style 
shoes in red bought. Red appears to 
be ahead of blue in this type of 
shoe. The entire picture is colorful. 
There was also good buying of 
white for summer wear. 

Pattern pumps with much orna- 
mentation — buttons, buckles and 


Sturdy Goodyear Welts. 
and top. 


Water and acid resistant oil retan foot 
Long wearing but flexible patterned sole and heel. 


No. 9200 


Black— Sizes 10 thru 3 only, 


Retailers in Buying Mood 


various types of trim—were good. 
Sandalized shoes with narrow 
closed toes and open heels sold 
well. Casuals have a newer smart 
styling. There is much stretchie 
fabric used in casuals. Also a great 
amount of straw summer casuals 
were bought in smart stylings. 

Shoe heels, whether short or tall 
are very slim and tapered. 

There was considerable interest 
in teenage flats. For children the 
square toe is very good. The T-strap 
was a leader. There were good sales 
of patent leather. Following the 
trend in women’s shoes, there is 
much color. Red sold very well in 
children’s shoes. 

Men’s shoes are lighter in weight, 
somewhat pointed. Black and vari- 
ous shades of brown were leaders. 

Highlight of the show was a talk 
by Edward J. McDonald, executive 
vice-president of National Shoe 
Retailers Association, at the re- 
tailers breakfast. Mr. McDonald’s 
talk dealt with retailers’ problems 
in merhandising, how to do a 
better job and sell more pairage. 

Officers of the Northwest Shoe 


Travelers are president, Keith L. 
McCarthy, General Shoe Corpora- 
tion, Fortunet division; First vice- 
president, Russell C. Madlener, 
Walter T. Dickerson Company; 
Second vice-president, Kenneth F. 
Jensen, Weinbrenner Shoe Com- 
pany; secretary, Paul D. Cook, 
Northwest Footwear Distributing 
Company; treasurer, Henry Thor- 
son, Seaboard National Shoe Com- 
pany; national director, Roy C. 
Miller, Robert Johnson and Rand; 
directors, David C. Larson, Sr., Mid- 
States Shoe Company; William F. 
Strub, Sr., Wahl Shoe Company; S. 
H. Nylander, Bloomease, Inc.; Ed 
Trench, Somersworth Manufactur- 
ing Company; Joe N. Brisbois, 
Twin City Sales Company; custo- 
dian, Charles K. Swenson, Bronson 
Shoe Company. 


N. Y. Travelers Meeting 


NEW YORK—tThe Boot and Shoe 
Travelers Association of New York 
will hold an annual Christmas din- 
ner in conjunction with its regular 
yearly meeting December 18 at the 
Savold Restaurant, Hotel Colling- 
wood on West 35th Street. 
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in soft, pliable Elk. 
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COFFEY-HOYT PRODUCTS, Inc. 


GARDENA, CALIFORNIA 
NEW YORK: 45 WEST 34th STREET 
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ACME BOOT CO., Inc. 
Clarksville, Tennessee 





D&K COMPANY, INC. 


438-1 West State 


The 
DISPOSABLE 
try-on socks 


Ithaca, N. Y. 
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FOOT KING® 






GOODYEAR 
WELTS 
In Stock Now 


$6.50 net. 











NOW in BLACK 


NYLON “SHEARLING” LINED—SILKY and TOUGH 










ALL WEATHER CHUKKER: Silicone treated for water resistance. 
Nylon "Shearling" pile lining in quarters, tongue and vamp. 
Leather covered insulated foam cushion insole. Light and warm 
crepe sole and heel. Continental welt around heel. Price only 


WARM AS A SLIPPER—TOUGH AS ALL OUT DOORS! FOOT 
KING gives you MORE features that SELL SHOES .. . SHU- 
LOKS® . .. RIPPLE SOLE® SHOES . . . WELLINGTONS 


FOOT KING means BUSINESS! 


Dept. 121, The A. S. Kreider & Son Co., PALMYRA, PA. 






No. 
79993 





Men's sizes 6'/2 to 
Il. D Width. Price 
$6.50 net. BROWN: 
No. 79996. BLACK: 
No. 79993. 












































CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N.Y.—Alexandria Hotel, Los Angeles 
"WHILE IN TOWN SEE WEIL" 
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... satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 
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CE. 1-3762 





ton Ave., 


Quality Shoes Since ‘32 


SE - -_ | 





et i 











Dallas Called Buying Show Despite Heavy Rains 


DALLAS—Despite heavy rains 
that threaten the economy of many 
areas in Southwest where cotton is 
the important crop, the annual fall 
show of the Southwestern Shoe 
Travelers Association was termed 
highly successful by more than 400 
exhibitors who showed 625 lines in 
four downtown hotels. 

Sunday was the big day with a 
total of more than 1600 retailers 
registered. Monday was slack due 
to heavy rains but Tuesday busi- 
ness picked up again and there was 
some business early Wednesday as 
the show was closing. 

Exhibitors said sales were good 
although traffic was not as great as 
it had been in previous shows. 

“People who came to show came 
to buy,” said one exhibitor, “and 
there weren’t very many who just 
came to look.” 

Exhibitors showing women’s high 
styles said sales were about half 
and half between closed and open 
models and there was some con- 
fusion in buying because many re- 
tailers felt there would be con- 
tinued popularity of closed toe even 
into the spring. Blacks continued to 
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predominate, with reds the second 
most popular color. Pinks and light 
blue also brought some buying in- 
terest. 

Casuals continued in popularity 
in women’s lines. This popularity 
is peculiar to the Southwest where 
any indoor-outdoor type of casual 
shoe is a good seller. 

Children’s shoe exhibitors were 
pleased with buying traffic. One 
called it a “show with more serious 
buyers.” Jeweled flats got good play. 
White was the predominant color 
with red, as with ladies shoes, 
showing strength. 

Men’s shoes continued strong in 
conventional styles with black the 
predominant color. There was good 
buying in spring casual styles. 

Boots continued to climb back 
from the slump that began in 1954. 
Exhibitors said the western market 
was about even with the 1953 peak. 
Popular-priced boots are in good 
demand. Children’s boots are grow- 
ing markedly and color is becoming 
predominant even to aqua marine. 
The stovepipe boot—12 inches—is 
a going item in popular prices. 

New officers are Rudy Baum, 





BGS Shoe Corporation, 


president, 
Manchester, N. H.; W. W. Pugh, 
vice-president, Dixon-Bartlett Com- 
pany, Baltimore; Robert T. Atkin- 
son, treasurer, Valentine Shoe Com- 


pany, Nashville; Paul Schroeder, 
secretary-manager, Southland Hotel, 
Dallas. 

Directors for two years include 
Cecil Ballard, Connelly Shoe Com- 
pany, Stillwater, Minn.; Jack Gil- 
christ, Confetti division, Drauer 
Brothers, St. Louis; Kirby Taylor, 
immediate past president, Gerwin 


Shoe Company, Cincinnati; Floyd 
McClure, Diomani Shoes, New 
York. 

Directors for one year are 


Charles Hammond, Fortunette Di- 
vision, General Shoe, St. Louis; 
Jay May, Heydays, St. Louis; Jim 
Richardson, Buster Brown division 
of the Brown Shoe Company. 


William T. Francis 


CLEVELAND—William Thomas 
Francis, of 1872 Cook Avenue, Lake- 
wood, formerly manager of the Rice 
and Hutchings Shoe Company of 
Cleveland, died recently. He was 
more than 90 years of age. 






















Kansas City Show Accords 
Top Slot to Fashion Shoes 


KANSAS CITY, MO.— Buying, 
not just looking, was the purpose 
of dealers who attended the Heart 
of America Shoe Show at the 
Muehlebach and Phillips hotels here. 

The show, sponsored semi-an- 
nually by the Central States Shoe 
Travelers, attracted about 400 buy- 
ers from the six midwestern states 
and offered 120 lines represented by 
600 exhibitors. 

Business in all spring shoes was 
described as “satisfactory,” but 
orders for early delivery on women’s 
fashion shoes were of prime impor- 
tance. 

Exhibitors attributed part of this 
interest to 1958’s early Easter but 
agreed that most of it was due to 
the fact that buyers from small 
towns are not as hesitant about ac- 
cepting new ideas in styling as they 
were a year or two ago. 

There was a demand for pointed 
toes in both the pronounced and 
modified versions. 

In women’s footwear, patent was 
the leader, followed closely by the 
beige families. There was good ac- 
tivity in red and in red-patent com- 
binations and some interest in navy. 

White and bold colors both sold 
well in summer casuals. The T- 
strap model was popular. 

For men and boys, the leading 
color was black in dress shoes and 
in loafers. Dirty buck in a number 
of patterns was selling well as was 
shag leather in all colors with oys- 
ter gray the favorite. Also popular 
were silk shantungs in combina- 
tions of gray and black and of brown 
and tan. Nylon straws, both in vamp 
treatment and overall styles, were 
in demand. 

In men’s footwear the demand 
was all for the trim, neat, light- 
weight shoe. Heavy shoes for men 
are now at a standstill. Since most 
dealers have a heavy inventory of 
basic brown leathers, that color is 
also inactive. 

At the business meeting held in 
conjunction with the show, these 
officers were re-elected for 1958: 
A. W. Eberly, Olathe, Kan., presi- 
dent; Glenn Smith, Lee Summit, 
Mo., vice-president, and Clarence A. 
West, Kansas City, Mo., secretary- 
treasurer. A dinner-dance for buy- 
ers and exhibitors was held. 
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Retailers’ Group Organized at the Indiana Shoe Show 


INDIANAPOLIS, IND. — About 
125 lines were shown at the 37th 
annual spring shoe fair presented 
by the Indiana Shoe Travelers As- 
sociation at Hotel Clayton here. 

More than 325 merchants regis- 
tered on Sunday, and a total at- 
tendance of from 450 to 500 was 
expected by the end of the show. 

Buying was mostly for spring, 
due to heavy inventories of many 
merchants. However, some buying 
for immediate delivery was re- 
ported. 

Black patent pumps with pointed 
toes, bow trims and medium hels, 
were the most popular type in dress 
shoes. Navy was the number two 
color, with the new red patents com- 
ing in for a strong third place. In 
casual shoes for ladies, buying was 
for spring and summer. 

Straw shoes were big sellers, in- 
cluding bare backs on both medium 
and high wedge shoes. Thongs in 
both high heels and flats were in 
demand. The new pointed toes in 
little flat skimmers with a trim 
were good. 

In the men’s lines, the demand 
was mostly for black lightweight 
shoes which a man could wear into 
the fall and also in spring. There 
was less demand for summer shoes 
such as nylon, mesh, perforated, 
and shantung. Silks were still sell- 
ing. Glove leather casuals were 
good. 

For children, red patents were 
stronger than ever. Navy was prom- 
inent too and the pointed toe was 
popular. 

On November 11 the Indiana 
Shoe Retail Merchants Association 
was inaugurated, with Harvey 
Eckleman of Eckleman shoes, Sey- 
mour, Ind., as temporary chairman. 

The new organization will work 
in conjunction with the Indiana 
Shoe Travelers Association to pro- 
mote the shoe fair to retailers from 
a retail standpoint. Retail clinics 
are planned in which open panel 
discussions will feature style, fash- 
ion, coordination, display and mer- 
chandising helps. 

The organization also is expected 
to benefit its retailer members by 
keeping an eye on state legislation, 
providing information of general 
fact and figures regarding business 
conditions and by an exchange of 
ideas. Newly-elected officers were 


Mr. Eckleman, Dick Zeihner, Don 
Bishop and Grace Crone. 


National Shoes Creates Post 
Of Real Estate Specialist 


NEW YORK—Marvin M. Shiller 
has been named to the newly cre- 
ated position of real estate special- 
ist at National Shoes, Inc., inde- 
pendent retail shoe chain here. 


MARVIN M. SHILLER 


Mr. Shiller was formerly in the 
real estate department of Gimbel 
Brothers, New York, prior to which 
he was associated with Larry Smith 
& Company, New York and Wash- 
ington, D. C., real estate consult- 
ants. 

He will be responsible for in- 
vestigating and evaluating new 
store locations and future pros- 
pects of units now operating. 

Mr. Shiller, 26, was graduated 
from the Wharton School of Fi- 
nance and Commerce, University 
of Pennsylvania, in 1952, with a 
Bachelor of Science degree in eco- 
nomics. During the Korean War 
he served with the U. S. Army 
Quartermaster Board. 


Glenn Couch Denver Unit 


DENVER—Glenn N. Couch, who 
opened his first shoe store here in 
Brentwood Shopping Center, in 
May, 1955, has opened a second 
store in another shopping center, 
the Perl-Mack Manor, West 72nd 
and North Pecos Avenues. A for- 
mer salesman at his first store, 
Robert Prewitt, has been named 
manager of the second shop. 

The new store, with 1440 square 
feet of floor space, caters to the 
“middle-of-the-road” family trade. 
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‘RIPPLE Sole 


THE ONLY SOLE THAT W-A-L-K-S FOR YOU 


Patented in the U.S. and other countries 
“TM of RIPPLE SOLE CORR 


BEEBE RUBBER COMPANY 


New Hampshire 
Manufactured under license of RIPPLE SOLE CORPORATION 


Write for information: 








43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor's phone 


: 
US kies ' 


47 W. 34 St., New York 1,N.Y —— OX 5-3375 


number today. 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 





79-81 
Cable 





One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outandiie mane 


IDEAL FOR 
Cancellation Stores 
Drive Ins 


IBA 


READE STREET 
Address 


NEW YORK 7 


ALBARISHOE + Phone WOrth 2-5180 











Obituaries 





Edward J. Trachtenberg 


PHILADELPHIA — Edward J. 
Trachtenberg, president of Hill Shoe 
Company, died November 10. He 
was 45. 

Mr. Trachtenberg was a director 
of the Mid-Atlantic Shoe Show, Inc., 
and a past president of the Phila- 
delphia Shoe Club. He was also a 
member of 210 Associates. In 1928 
he joined Hill Shoe Company, a 
manufacturers’ distributorship 
founded by his father and, in 1944, 
he became president of the firm. 

Surviving are his widow, Hannah 
and three sons, Stephen, Phillip and 
Andrew. 


Royce B. Sheppard 

ST. LOUIS—Royce B. Sheppard, 
Sr., former manager of Inter- 
national Shoe Company’s upper cut- 
ting efficiency department, died 
November 4, following a_ heart 
attack. He was 67 years old. He had 
retired from International February 
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1, 1956, after 45 
company. 

Mr. Sheppard is survived by his 
widow, Clara, a son, Royce B. Shep- 
pard, Jr., and three daughters, Mrs. 
Harold E. Ruffner, Marjorie and 
Maryann Sheppard. 


years with the 


Morris Alexander 


HARTFORD, CONN. — Morris 
Alexander, owner and manager of 
Alexander’s Shoe Store at 320 Asy- 
lum Street, here, died November 10 
at the Mt. Sinai Hospital, this city. 
He was 46. 

Mr. Alexander was a graduate 
of Weaver High School, following 
which he attended Cornell Univer- 
sity in Ithaca, N. Y. He then be- 
came associated with his father in 
the shoe business and finally opened 
his own store about 20 years ago. 

He is survived by his mother, 
Mrs. Fanny Alexander; his widow, 
Mrs. Clara Kaplin Alexander; two 
daughters, Mrs. Eugenie Herlitzer 
of Cambridge, Mass., and Miss Bar- 


bara Ann Alexander of Hartford; 
and one sister, Miss Rose Alexan- 
der of Newington, Conn. 


Herman F. Heckert 


APPLETON, WIS.—Herman F. 
Heckert, president and treasurer of 
the Heckert Shoe Company, founded 
here by his father in 1888, died at 
the age of 83. 

He joined his father, Herman 
Heckert, Sr., in the shoe business in 
1895, when the firm was known as 
Heckert and Son. Following ser- 
vice in the Spanish-American War 
Mr. Heckert purchased the business 
from his father. 

Mr. Heckert’s only immediate sur- 
vivor is his widow, Edna. 


Leo H. Elkan 


CHICAGO—Leo H. Elkan, 77, a 
vice-president and director of Gut- 
mann and Company, Inc., tanners, 
died here recently. Funeral ser- 
vices were held November 4 at Rose- 
hill Cemetery. Mr. Elkan, born in 
1880, spent 58 years with the com- 
pany. He is survived by one sister, 
Bella E. Friedman of Chicago. 
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TREDMOR LAST 
3746—The HOSTESS Tie 
13!/,/8 Wood Kantscuff Heel 
All over black suede 
Black patent pleated braid trim 
Six-eyelet tie 
Long inside counter 
SIZES IN STOCK 
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THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 


@ Fast IN-STOCK service 
on sizes 1-7, A, B, C, 
D & E widths 

@ Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 

@ All shoes manufac- 
tured in our own 
modern plant 
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Financial News 





Shoe Corporation of America 
Reports Retail Sales Gains 


COLUMBUS, O.—The Shoe Cor- 
poration of America and its consoli- 
dated subsidiaries announced retail 
sales of $5,999,583 for the four 
weeks ended October 26. This rep- 
resents a 2.8 per cent gain over the 
$5,836,026 reported for the compa- 
rable period in 1956. 

The company listed its sales for 
the 43 weeks ended October 26 as 
$65,039,984. This compares with 
$60,739,542 for the same period last 
year, or a gain of 7.08 per cent. 

The company’s number of retail 
units rose to 650 from 622 last year. 

Robert W. Schiff, president and 
treasurer of Shoe Corporation of 
America, announced at a meeting 
of the board of directors of the 
company, the regular quarterly 
dividend of 25 cents per share on 
the issued and outstanding common 
shares was declared, payable De- 
cember 14, 1957, to the holders of 
record of such shares at the close 
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of business on November 29, 1957. 

This will be the 115th consecu- 
tive cash dividend paid on what 
was formerly the Schiff Company 
common shares, which were con- 
verted into Shoe Corporation of 
America class “A” common shares 
in 1947, upon the change of name 
from The Schiff Company to Shoe 
Corporation of America, and which 
were thereafter converted into com- 
mon shares, with a par value of $3 
per share. 


A. S. Beck and Subsidiaries 
Report 43-Week Sales Gain 


NEW YORK—The A. S. Beck 
Shoe Corporation, including its Ad- 
ler Shoes, C. H. Baker, and Ansonia 
subsidiary chains, announced that 
retail sales for the four weeks end- 
ing October 26, 1957, totalled $4,- 
422,522. This is a one per cent in- 
crease from retail sales of $4,379,- 
082 during the corresponding 1956 
period. 

For the first 43 weeks of 1957, 


A. S. Beck and its subsidiaries re- 
ported sales of $45,827,039, an in- 
crease of 4.7 per cent from sales of 
$48,783,018 recorded for the com- 
parable period of 1956. 

The number of stores in operation 
rose from 214 to 230. 


Melville 10-Month Sales Up 


NEW YORK—Retail sales of Mel- 
ville Shoe Corporation for the four 
weeks ended October 26, 1957, were 
$8,626,046, compared with $8,424,- 
292 for the like four weeks a year 
earlier, an increase of 2.4 per cent. 
For the 43 weeks ended October 26, 
sales aggregated $94,903,386, versus 
$89,229,342 for the comparable pe- 
riod of 1956, an increase of 6.4 per 
cent. 


Brown Shoe Dividend 


ST. LOUIS At a meeting 
November 5, the Brown Shoe Com- 
pany board of directors declared a 
quarterly dividend of 55 cents per 
share on the common stock of the 
company, payable December 2 to 
stockholders of record November 
15, 1957. 
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Kinney’s October Sales Up 


NEW YORK—The G. R. Kinney 
Corporation’s net retail sales in Oc- 
tober of $4,948,000 were ‘15 per cent 
above the $4,304,000 figure of last 
year, the company announced. 

For the 10 months ended October, 
1957, the company’s sales amounted 
to $46,164,000. This compares to 
$40,792,000 for the comparable pe- 
riod in 1956. 

Kinney had 406 stores in opera- 
tion at the end of October. There 
were 360 units in operation for the 
same time last year. 





Edison October Net Rises 


ST. LOUIS— Edison Brothers 
Stores, Inc., reported consolidated 
net sales of $8,279,138 for the month 
of October. This compares with 
$7,876,301 for October of last year, 
an increase of $402,837 or 5.11 per 
cent. 

Sales for the 10 months ending 
October 31 were up 10.05 per cent, 
as compared to the corresponding 
period last year. Sales totaled $79,- 
203,640 for the 10 months, an in- 
crease of $7,233,959 over last year’s 
10-month total of $71,969,681. 





Zuckerman Named Manager 
Of A. S. Beck Men’s Division 


NEW YORK—M. I. Zuckerman is 
the new merchandising manager of 
A. S. Beck Shoes’ men’s division, an 
announcement reported. 

Mr. Zuckerman has been with 
Regal Shoe Company in New York, 
assigned to merchandising and 
store supervision, for the past two 
years. He formerly was manager 
of several Florsheim stores in New 
York. 

In his new post, he will work di- 
rectly with vice-president S. L. 
Winfield of Beck’s men’s division. 





Shoe Store Manager Cited 
For Dressing-Up New Unit 

AKRON—For his part in help- 
ing to “glamorize” Akron, Harry 
Martnagel, manager of Kitty Kelly 
Shoe Company, 198 So. Main Street, 
has been awarded a certificate of 
appreciation by the Akron Chamber 
of Commerce Betterment Commit- 
tee. 

Mr. Hartnagel was honored for 
the dressing-up given the new store 
location. The Kitty Kelly firm, in 
business here nearly 20 years, com- 








pletely remodeled the building. The 
company has stores as far west as 
Chicago and south to Florida. 

Formerly manager of a New York 
City branch, Mr. Hartnagel came 
to Akron from there last August 
when work on the new store began. 
He also has managed Kitty Kelly 
stores in Detroit and Rochester, 
ae & 


Mandel’s Chain Is Building 
Another Branch in California 


PASADENA, CALIF.—A _ new 
store building is being erected at 
246 South Lake Avenue, here, to be 
occupied by Mandel’s, a chain of 
retail shoe stores operating 10 out- 
lets in southern California. Maurice 
Mandel is president and founder of 
the firm. 

The project will cost more than 
$160,000, including land, building 
and fixtures. The single story, steel- 
frame structure will provide ap- 
proximately 4000 square feet of 
floor space, and will have a 33-foot 
frontage on Lake Avenue, and am- 
ple parking space off Shopper’s 
Lane. 

Completion is expected before the 
end of February. 
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Important Votice 
TO SUBSCRIBERS 


Changes of address require four 
weeks’ notice. Notify your Postmas- 
ter and Boor AnD SHOE RECORDER 
Circulation Department at the earl- 


When ordering change, please IN- 
CLUDE IMPRINTED Strip showing 
exactly how magazine is now ad- 
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STOCKED BY LEADING FINDINGS JOBBERS 


MODERN ORTHOPEDIC APPLIANCE 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 






TO WALKING PLEASURE 


Cookie COMBINATION 













Our Famous Scientific Correction 
Rubber Scaphoid with Full Arch Top 


Positions automatically for correct 
longitudinal support 


Send for Economically priced for daily use 
FREE 
Sizes for men, women, children 
Sample 


Fully described in our catalog, 
free on request. 





co., INC. 























What’ 


s New 





Kickerinos Casuals Have Continental Flair 


Shown here is the Como, one of the Kickerinos line of new daytime casuals for 
spring. Completely new, it is easy to flex and has exceptional lightness, comfort 
and foot-hugging qualities. The Como also embodies modified continental styling. 





Special Women’s Ski Boot 

PERU, VT.—Swiss-made ski boots 
designed especially for women, and 
made lighter in weight through the 
use of Dow Corning Corporation’s 
silicone treatment for leather are 


of Silicone-Treated Leather 
being introduced to the United 
States by Johnny Seesaw’s, Ver- 
mont sportswear dealer. 

The “Mambo” model boots are 
produced by Shuhfabrik Louis 











Nothing’s 
BETTER THAN 


BEST! 





MRS. DAY'S 


Ideal BABY SHOES 


BEST Made — BEST Styled — BEST Materials 





and “BEST TRUSTED” by mothers for over 55 years | 
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me ~ 
Style No. 380 

White Elk Lace Boot. Comes 
in narrow, medium and wide 
widths —sizes 1 to 5. 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 


Reason enough we believe why you should be BEST PREPARED 

by always maintaining full stocks of basic Mrs. Day’s Ideal styles. 

Continued “mother preference” for these Ideal standards of value 
\ for over 55 years is your guarantee you cannot sell better or more 
‘ J profitable infant footwear. 


MRS. pays Ydeal sasy SHOE CO., INC 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 
CHICAGO 54, ILLINOIS 





6-104 MERCHANDISE MART 
DALLAS, TEXAS 





Raichle, AG., one of the oldest and 
largest Swiss manufacturers of out- 
door footwear. 

According to Seesaw’s these are 
the first high grade boots designed 
especially for women and built for 
both maximum control and light 
weight. Most ski boots, the firm ex- 
plains, are made primarily for men 
and are consequently heavy and un- 
comfortable for women. The Raichle 
model, they pointed out, weighs ap- 
proximately one pound less per pair 
than other boots of comparable 
quality. 

“Mambo” ski boots are lighter in 
weight because they are made of 
calfskin rather than steer hide. Ordi- 
narily, the Vermont importer said, 
calfskin cannot be used satisfactori- 
ly since it absorbs too much water 
and stretches out of shape. This 
problem, they say, is eliminated 
through the use of Dow Corning’s 
silicone treatment in the tanning. 

In the Mambo boots, the soles are 
designed for women and are reduced 
in thickness. A “counter” in the 
inner boot at the instep extends to 
the ball of the foot adding support 


Ski boots designed especially for women 
by Raichle, Switzerland bootmaker. John- 
ny Seesaw's of Peru, Vt., has brought 
them over from the Alpine slopes. Made 
of sleek calfskin tanned with Dow Corn- 
ing Corporation's silicone treatment for 
leather, they weigh about one pound 
less per pair. 

to the arch. 

Comfort and control is built into 
the Mambo boots with a _ soft, 
padded inner boot which laces firmly 
around the foot and ankle. Expert 
Swiss craftsmen have made the 
boots trim and streamlined for a 
more feminine appearance. They 
come in gloss black with red trim 
which is said to be the current 
fashion on the Swiss ski slopes. 

Mambo boots are available by mail 
order and at leading ski shops 
throughout the country. Price: 
$39.95. 
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Talon Zipper Few Observes a Milestone 


NEW YORK—tTalon, Inc., has 
produced its five billionth Talon 
zipper rounding out a production of 
enough Talon zippers to circle the 
earth 38 times. 

Announcement of this new mile- 
stone in Talon’s long history was 
made by Lewis Walker, III, presi- 
dent of the company. Mr. Walker 
is the grandson of the late Colonel 
Lewis Walker who pioneered the 
development of the modern zipper 
and brought America a new indus- 
try that today has annual sales of 
more than $100 million. 

Mr. Walker, in reviewing the 
growth of the zipper idea, said early 
efforts to market the original zipper 
met with such frustration and dis- 
appointment that it is almost a 
miracle the idea survived. 

“New and creative product design 
has been the backbone of Talon’s 
leadership in the zipper industry,” 
Mr. Walker observed. ‘‘As a matter 
of fact, the five billionth Talon zip- 
per to roll off our line was our new 
Flat Top with the completely differ- 
ent Flip-It lock which we are just 
now introducing to the work cloth- 
ing industry.” 

Mr. Walker also pointed out that 
Talon, Inc., is interested in diversi- 
fication of product line and named 
the Talon Shu-Lok fastener as a 
good illustration of efforts in this 
direction. “The Talon Shu-Lok 
fastener is not a zipper but a revolu- 
tionary new metal closure for shoes, 
that completely eliminates the need 


Inc. 

looks on as Robert Evans, sales vice- 

president, picks up the five billionth 

Talon zipper coming off production line 
in Meadville, Pa. 


Lewis Walker, Talon, president, 


of shoe laces. The Shu-Lok fast- 
ener is applied to the shoe during 
the manufacturing process and be- 
comes an integral part of the shoe. 
It takes but a touch of the finger to 
snap the shoe closed or flip the 
shoe open.” 

Talon, Inc., has manufacturing 
plants in Meadville, Pa.; Cleveland, 
Ga.; Durant, Miss.; Morton, Miss.; 
Woodland, N. C., and Stanley, N. C., 
and employs more than 4000 people. 
Talon also owns Universal Button 
Company in Lawrenceburg, Ky. 
Lightning Fastener Company, Lim- 
ited, St. Catherines, Ontario, Can- 
ada, and Cierre Relampago SA de 
CV, Mexico City, Mexico, are the 
foreign subsidiaries of Talon, Inc. 





Central Penn Association 


HARRISBURG, PA.—An address by 
Gov. Theodore R. McKeldin, of 
Maryland, advising against a hys- 
terical reaction to Russian scien- 
tific advances, was the highlight of 
the 20th annual banquet of the 
Central Pennsylvania Shoe and 
Leather Association at the Penn- 
Harris Hote] here. More than 250 
members and guests attended. 

New officers elected during the 
annual meeting are W. Y. Alleman, 
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Hears Maryland Governor 


The Hanover Shoe, Inc., president; 
Harry W. Mason, of Miller-Hess 
Shoe Company, first vice-president; 
Chase Kepner, sales representative, 
second vice-president, and Paul B. 
Good, of Eby Shoe Corporation, sec- 
retary-treasurer. 

Newly-elected directors are Rich- 
ard Livingston, John §S. Zulick, 
George L. Kreider, Thomas Car- 


fagno, James Campbell, and George 
Peterson. 





Iowa Shoe Travelers 
Elect Bill Coppock President 

DES MOINES, IA.— Bill Cop- 
pock, Roblee division of the Brown 
Shoe Company, was named presi- 
dent of the Iowa Shoe Travelers at 
the 69th Iowa Shoe Show held at 
Hotel Ft. Des Moines. 

Other officers elected were Bob 
Daniels, Endicott - Johnson, first 
vice-president; Bob Fessler, Wein- 
brenner Shoe Company, second vice- 
president; Warren F. Crandall, 
Brown Shoe Company, secretary- 
treasurer, and Kermit Haun, Bos- 
tonian Shoes, chairman of board. 
William Carver is executive secre- 
tary. 

About 400 retailers attended, with 
145 different stores registering. 
Two-hundred eighty persons at- 
tended the Sunday Night banquet 
and dance. 

Trends shown at the Chicago show 
were repeated here. In men’s shoes, 
darker tones in a lighter weight 
shoe seemed to sell best. Meshes 
still will be very important. Boys’ 
shoes followed men’s trends. Shoe- 
latch shoes are still prominent. More 
three-eyelet lace ties were seen. 

Ivy league style is going out in 
both boys’ and girls’ styles. More 
bows and buttons were sold in girls’ 
shoes, 





Three Peters Division Men 
Retire at International Shoe 


ST. LOUIS—Fred Seymour, Her- 
bert Mitchell and Dick Taylor re- 
tired recently from Peters division 
of International Shoe Company. 

Fred Seymour began his duties 
in October, 1912. Beginning as a 
mail clerk, he served as lookup 
clerk, posting clerk, bookkeeper, 
mailing department manager, cash- 
ier, manager of bookkeeping de- 
partment, billing department mana- 
ger, assistant sales manager, sales 
manager, advertising manager, and 
sales promotion manager. 

Herbert Mitchell began his In- 
ternational career in October, 1918, 
as a bookkeeper with the Peters 
division. He has served as assistant 
cashier and cashier. 

Dick Taylor’s retirement follows 
47 years with Peters division. He 
began work in May, 1910, and for 
many years handled the warehous- 
ing and shipping of all fixtures and 
findings for the division. 





Institute Pushes Shoe Wardrobe Promotion 


PUT YOUR STORE ON THE MAP FOR EASTER PROFITS! 


Closeup of the registration map at the National Shoe Institute booth. Every state 

is represented with the heaviest concentration in the mid-western area. Each re- 

tailer registering placed a small flag-marker in his state to show he was backing 
The American Family Shoe Wardrobe Promotion that breaks March 17. 1958. 


NEW YORK — Retailers across 
the nation are signing up daily to 
support the American Family Shoe 
Wardrobe promotion that breaks 
next March 16, it was announced by 
the National Shoe Institute. 

To date 2150 retailers, exclusive 
of Sears-Roebuck, have demon- 
strated support of this industry- 
wide promotion by signing blanks 
stating they will support the pro- 
motion in their home towns. Mer- 
chandising kits containing posters, 
cards, streamers and the American 
Family Shoe Wardrobe booklet will 
be sent to them. 

At the National Shoe Fair in 
Chicago a total of 1750 retailers 


placed their names on the country- 
wide map that was part of the NSI 
display near the registration desk. 
In addition, 250 retailers signed at 
the Seattle show and another 150 
joined the parade at the Detroit 
show. Others, meanwhile have been 
mailing cards of support directly to 
the NSI headquarters at the Man- 
ning Building, 25 East 73rd Street, 
in New York City, the Manning pub- 
lic relations firm reported. 

The NSI retailer registration 
booth in New York’s Trade Show 
Building during PPSSA will fea- 
ture a display fashioned around the 
American Family Shoe Wardrobe. 





Hartmann Retires at Hy-Test Unit of International Shoe 


ST. LOUIS —Charles H. Hart- 
mann, salesman for the Hy-Test di- 
vision of International Shoe Com- 
pany, retired November 30 after 
nearly 40 years of service. 

A pioneer salesman in the safety 
shoe business, Mr. Hartmann first 
sold shoes in 1903, then joined the 
Friedman-Shelby sales force 15 
years later. He sold his first Hy- 
Test safety shoes in 1932, while still 
with the Friedman-Shelby division. 
When the Hy-Test division was 
formed as a separate selling unit in 
1952, he was one of the first sales- 
men selected. His territory was 
in central and southern Illinois. 

Mr. Hartmann’s retirement was 
in line with the new retirement plan 
for salesmen announced last year by 


él 


CHARLES H. HARTMANN 


International. His successor is Jack 
Whitsett, former representative of 
the Roberts, Johnson & Rand di- 
vision in West Virginia. 


Miller Shoe Company Issues 
Booklet to Honor 35th Year 


CINCINNATI—Miller Shoe Com- 
pany, Inc., has issued a_ special 
booklet commemorating the firm’s 
35th year. 

Designed as a tribute to the late 
Albert E. Klinkicht, founder and 
active head of Miller from 1922 to 
1956, the booklet traces the history 
and growth of the firm from its 
origin with 35 employes, to the pres- 
ent, when production is about 3000 
pairs daily. 

For its first year and a half, 
Miller made only misses’ and grow- 
ing girls’ Goodyear welt shoes. It 
was not until 1927 that the com- 
pany began making comfort shoes 
and oxfords with low heels. Today 
Barefoot Freedom Shoes are sold 
in all 48 states, with sales increas- 
ing annually. 

The commemorative booklet pic- 
tures company executives individ- 
ually, along with sales representa- 
tives. Seven views of the plant in 
operation are included. The com- 
pany honor roll lists two employes 
each with 35 years service, and 
about 200 employes with 10 years 
service or more. 

A total of 84 employes within 
families, such as sisters, brothers, 
father-and-son combinations, hus- 
band and wife teams, and the like 
are given special listing. 

Elsa B. Klinkicht is president 
and treasurer of Miller Shoe Com- 
pany, Inc. 


Century Wood Heel Moves 
To New Leased Factory 


GARDENA, CALIF. — Century 
Wood Heel Corporation is moving to 
a new leased plant in El] Monte, the 
firm announced. The new facility 
has 20,000 square feet of space and 
1800 feet of office space. 

It said it is adding new turning 
machines an automatic concaver and 
other equipment to boost the pro- 
duction of Jordan-type heels. 

Though the company said it han- 
dles all types of heels for all kinds 
of shoes, it is aiming at providing 
the shoe manufacturer with pack- 
age units he can attach immediately 
to his shoes without additional cost. 

The company will produce Jordan 
and conventional wood heels, plat- 
forms, homosote heels and _ units, 
glass, plastic, aluminum, cork, and 
all types of leather heels. 
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LAWRENCE AUSTING 


CINCINNATI—Vulcan Corpora- 
tion, designers and manufacturers 
of shoe lasts and wood heels, an- 
nounced the promotion of three ex- 
ecutives following a special meet- 
ing of the board of directors. 

Lawrence B. Austing was elected 
executive vice-president and named 
a director of the corporation. He 
joined Vulcan in 1947 as an account- 
ant. He was named assistant to the 
president in 1954 and vice-president 
in 1955. He is a graduate of Xavier 
University. 

Lawrence G. Budke, formerly sec- 
retary and treasurer, was elected 


LAWRENCE BUDKE 


JAMES P. FLAUGHER 


vice-president and treasurer. He 
came to Vulcan in 1944 as assistant 
to the president. He is a graduate 
of the University of Cincinnati, a 
certified public accountant and a 
member of the Controllers’ Institute 
of America. In his new position, 
Mr. Budke will supervise all the 
financial operations of the corpora- 
tion. 

James P. Flaugher was elected 
secretary and comptroller. He had 
previously been assistant secretary 
and comptroller. He was a member 
of the accounting department for 
20 years and specialized in machine 
accounting. 





Step Master Appoints Ripple 
For Wisconsin Territory 


ST. LOUIS —Neal Ripple has 
been appointed sales representative 
for Step Master Shoes, Inc., cover- 
ing the Wisconsin territory. L. J. 


NEAL RIPPLE 
Raymond, who formerly covered 
this area, will now concentrate on 
the northern Illinois territory. 

Mr. Ripple, formerly of Doerman 
Shoe Company, will make Milwaukee 
his headquarters. His family is well 
known for the operation of Ripple 
Shoe Stores, where Neal Ripple re- 
ceived training and experience in 
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retail selling. 

Mr. Ripple’s appointment was one 
of several territorial realignments 
made by the Greenup, III., manufac- 
turer as the result of rapid sales 
growth of the budget priced line of 
children’s shoes. 


Shoe Merchandising Drags, 
Say Shoe Factoring Expert 


NEW YORK—The merchandising 
of shoes for men is still dragging 
its feet, according to Sam Lipson, 
vice-president of Commercial Fac- 
tors Corporation, who said “ade- 
quate market research is lacking in 
the men’s shoe industry,” and that 
the theory of “planned obsoles- 
cence,” as it has been applied to 
women’s shoes, might be considered 
with profit by producers of footwear 
for men. 

Mr. Lipson’s company, which is 
one of the largest of the old-line 
factors, has large volume of its 
own business in the shoe field. The 
company purchases outright the 
accounts receivable of its clients 
just as fast as goods are shipped 
and also handles all credit and col- 
lections for them. 
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Quality Brands 
Largest Stocks All Price Ranges 


he 5D pr Ar 
MOSINGER-COHN 


t louis 3, M 


Lowest Prices 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
THE NATION'S ‘FINEST 
BARIS caccttencs 
79-81 READE ST., N. Y¥.7 + WO 2-5180 





MERCHANTS’ NEEDS 














Mats AND Vdeas 


OR YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


& 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


* 

VINCENT EDWARDS & CO. 
Ww orld’s largest advertising 
service organization 
342 Madison Ave. 
New York City 




































BOX HANDLERS 


MONEY 
BACK 


if you 
DON’T AGREE 


that Long Arms get shoes 

from high shelves QUICKER, 
EASIER, SAFER than by [ 
any other method. With 
handles 24°’, 36°", 48" & 

60°’, $3.50; with 72°’ handles, $4.50, postpaid in 
USA. Specify handle lengths desired and if for men’s 
or women’s boxes. Your jobber or 

CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 





LONG ARM* 
The efficient box handler 


“Trade Mort } 
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BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK ¢ FINEST QUALITY 

Men's Black — Sizes 5 te 13 

Men’s Smoked 

Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red 







2% 10 Net 3 
F.0.B. Faetory 


BROOKS SHOE MFG. CO. Pian ney Ba: 











Michigan Travelers Election 


DETROIT—At the annual elec- 
tion of officers, held November 2, 
the Michigan Shoe Travelers Club 
elected the following officers for the 
coming year: 

President, Curtis W. Johns of 
Tober-Saifer; vice-president, E. C. 
Armstrong, Royal Cadet; treasurer, 
John Shelby, H. Gordon Shoe 
Corporation; secretary, Ashley B. 
Adams, Ball-Band Footwear. 

Three new club directors were 
elected: Clarence E. Armbruster, 
House of Crosby Square; Edward 
Title, Georgia Shoe Corporation, 
and J. A. Mogle, Dunham Brothers. 





Pedwin Assigns Cole to Staff 


St. Lovuis—The United Men’s divi- 
sion of Brown Shoe Company recently 
assigned Jess Cole to the Pedwin sales 
force. Mr. Cole, who will cover Vir- 
ginia, North Carolina and part of 
Maryland, replaces Frederick Speckels, 
who resigned. 

Mr. Cole formerly worked as an as- 
sistant salesman in Milwaukee. 
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R. J. Dooley Chosen to Head 
Styling at Step Master Shoes 
GREENUP, ILL.—Robert J. 
Dooley has been named head of the 
styling and pattern department of 
Ettelbrick Shoe Company and Step 

















ROBERT J. DOOLEY 


Master Shoes, Inc., according to 
Nick Ettelbrick, president. 

Mr. Dooley had been serving as 
assistant to the former head of this 
department, W. O. Rice, who has 
resigned. The new styling and pat- 
tern head formerly worked in vari- 
ous departments of the Greenup 
companies, serving both in the fac- 
tories and in executive offices. 

Company factories are located in 
Greenup, Casey and Robinson, III. 
Ettelbrick Shoe Company placed 
16th in 1956 pairage productién in 
the United States. 





Director of Sales 
At Textileather Retires 


TOLEDO—Gerald H. McGreevy 
has retired from his post as sales 
director of the Textileather divi- 
sion of the General Tire & Rubber 
Company, that firm announced. His 
successor is J. S. Mather, Jr. 

Mr. McGreevy, associated with 
Textileather for 34 years, plans to 
devote most of his time to a fam- 
ily-owned business, the Cargery 
Corporation in Syracuse, N. Y. 

According to Jules D. Lippmann, 
Textileather general manager, Mr. 
McGreevy will establish a sales 
agency in Syracuse to represent 
Textileather in the northeastern 
states. 

Mr. Mather, who joined the firm 
25 years ago, has served as general 
sales manager since 1946. Before 
that he was assistant sales man- 
ager, advertising manager and 
salesman. 








Hoague-Sprague, USMC 
Subsidiary, Names President 
LYNN, MASS.—J. Morton Hoague 
of Marblehead, Mass., has been 
elected president of the Hoague- 
Sprague Corporation, makers of 






J. MORTON HOAGUE 


Strongbox shoe cartons and dis- 
tributors of the Boxmaster box 
forming machine, and a subsidiary 
of the United Shoe Machinery Cor- 
poration. He succeeds Charles F. 
Sprague who died October 7. Mr. 
Hoague, who came with Hoague- 
Sprague in 1922, will continue as 
a director and as general manager. 

Announcement has also been 
made of the election of Starr W. 
Stanyan of Arlington, Mass., and 
Raymond W. Mann of Reading, 
Mass., as Hoague-Sprague direc- 
tors. 





Hong Kong Window Display 
Promotes E. E. Taylor Shoes 





E. E. Taylor shoes shown in downtown 

Hong Kong in the window of Mayfair 

Company, Ltd. The cordovan theme was 

dramatized by a reproduction of a fam- 

ous painting drawn by a 13th century 

Chinese artist, famous for his paintings 
of horses. 
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‘FRANCHISE AVAILABLE 


BUSINESS OPPORTUNITY 


SALESMEN WANTED 








FRANCHISE AVAILABLE 


We have developed a new kind of plastic 
shoe tree display combination (Patent ap- 
plied for). Have orders from leading Chains. 
Attractive arrangement, protected territory 
for right organization. 


S. MATZNER CO. 


P.O. Box 678, Mount Vernon, N. Y. 








In business since 1939 








FOR SALE 


MODERN JUVENILE OPERATION, NA- 
TIONAL BRANDS, Located rapidly growing 
Philadelphia Suburb, will sacrifice. Partial Fi- 
nancing Available. Reason: Other Interests. Re- 
ply to Box 95, Boor anp SHoe ReEcorper, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 








FOR SALE: TWO STANDARD MODEL 
X-RAY Shoe Fitters Machines, in excellent con- 
dition. Purchase price $675.00. Will sell for 
$50.00 each. Ship anywhere. Reply to Box 93. 
Boot AND SHoe Recorper, Chestnut & 56th 
Sts., Philadelphia 39, Penna. 





STANDARD MODEL ADRIAN X-RAY 
SHOE FITTER MACHINE. Good condition. 
$75.00. DUFF’S SHOES, 50 West Main St., 
Shelby, Ohio. 





FOR RENT 


NORWICH, NEW YORK, Store immedi- 
ately adjoining Woolworth’s, fully equipped as 
shoe store, very promising community. For in- 
formation write: ALEC ROSEFSKY, 96 Haw- 
ley Street, Binghamton, New York. 











A NATIONAL YOUTH 
ORGANIZATION wishes 
a Manufacturer to make 
Shoes to our specifications 
and to distribute through 
regular Retail Outlets. 


Reply to Box 96, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














CLIP-ON BOWS 





RETAILERS—Decorate your Counters with 
cur Fabulous New Line of Clip-On Bows de- 


signed especially for Pumps and Flats. Beauti- 


fully styled in Suede, Calf, Velvet and Leopard 
Send for our 15 Pair Assortment Today! FOX- 
CRAFT, 244 Broad Street, Lynn, Mass. 











CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 

Minimum (18 words) 
Box number, extra 
Your name and address charged at word rate. Street 
number one word. 
DISPLAYED 
$14 per inch 
Maximum, 46 words to the inch. All moterial must 
be in our office 20 days prior te publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 














OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low-priced Juvenile Footwear. 
All open territories are weil established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 











EXPERIENCED SALESMAN for Milwau- 
kee, Wisconsin, and adjacent territory; also 
Salesman for Midwest territory. State experi- 
ence, age, and territory covered, Apply: C. W. 
MARKS SHOE COMPANY, 315 So. Peoria 
Street, Chicago 7, Illinois. 





SIDELINE SALESMAN WTD. 


SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor anp SHOE Recorper, Chestnut 
& 56th Sts., Philadelphia 39, Penna. 





IMPORTER OF TENNIS AND BASKET- 
BALL SHOES FROM HONGKONG. Quality 
Line, seeks sideline salesman with established 
following in Department Stores and Chains. 
Reply to Box 94, Boor anp SHoe RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





LINE WANTED 





LINE WANTED FOR’ CALIFORNIA 
Popular Priced Children’s Shoes, Sizes 8 to 3. 
Have large following. Reply to Box 97, Boot 
AND SHOE ReEcorper, Chestnut & 56th Sts., 
Philadelphia 39, Penna. 





SALESMEN WANTED 





SALESMEN WANTED 


SALESMEN WANTED 

















Construction. 


Yorker. 





Salesmen Wanted 


For Ward Hill's Popular Price In-Stock Men's Shoe Line. We offer the 
Fastest Selling Lightweight Shoes in Our Grade — Our New Feather Flex 


Contact Us at the December Popular Price Shoe Show, Room 547, Hotel New 


—or Write Knipe Brothers, Inc., Ward Hill, Mass. 








December |, 1957 





Mather New Sales Director 
At the Textileather Division 


TOLEDO—Appointment of J. S. 
Mather, Jr., as director of sales for 
Textileather division of the General 
Tire and Rubber Company, was 
announced by Jules D. Lippmann, 


J. S. MATHER 


general manager of the division. 

Mr. Mather with Textileather 25 
years, and since 1946 its general 
sales manager, succeeds Gerald H. 
McGreevy, retired. 

Mr. Mather joined Textileather as 
a salesman. He worked in sales in 
the field and moved through vari- 
ous posts in the product manager’s 
group and the sales promotion and 
advertising group at Textileather’s 
headquarters here. Mr. McGreevy 
announced he will devote much of 
his time to the family-owned Car- 
gery Corporation in Syracuse, N. Y. 


Promotion Uses Mink Tails 
To Introduce New White Calf 


RACINE, WIS.—An elaborate and 
impressive promotion which _in- 
cluded genuine mink tails has been 
used by B. D. Eisendrath Tanning 
Company to introduce its new 
Ermine White Acacia Calf. 

The new leather is geared for fash- 
ion “Ermine White” promotions. It 
is a naturally shrunken leather in 
what is described as a “real-white 
white.” Washable, it is expected to 
be used as both lined and unlined 
as a new treatment in spectators, in 
women’s all white, and white com- 
bination shoes. It is also being pro- 
moted for plugs in men’s shoes. 

The initial promotion was an- 
nounced by letter with a real ermine 
tail attached. This was followed by 
a large folder with the figure of a 
white mink on the cover. 


84 


Hill Joins Friendly-Acrobat 
Heading Sales, Advertising 
NASHVILLE—George R. Hill, di- 
rector of women’s and children’s 
advertising for General Shoe Sales 
Corporation, a division of General 
Shoe Corporation, was appointed 


GEORGE R. HILL 


vice-president in charge of sales 
and advertising for the company’s 
Friendly-Acrobat Shoe Company. 

The announcement came from M. 
S. Wigginton, General Shoe vice- 
president. The move takes effect at 
once. 

Mr. Hill succeeds Robert L. Blox- 
ton, who now joins General Shoe’s 
Genfoam Shoe Company, makers 
and distributors of fabric casuals. 

Mr. Hill will work with Howard 
D. Baldridge, president. Mr. Hill, 
a graduate of Vanderbilt Univer- 
sity in 1935, has been with General 
Shoe since 1936. He has _ been 
chairman of its advisory board of 
directors. 


Young Machinery Company 
Represents Lamac Process 


ERIE, PA. — The W. J. Young 
Machinery Company of _ Lynn, 
Mass., supplier to the shoe industry, 
has been named New England 
representative for Lamac Process 
Company, here, according to an an- 
nouncement by officials of both 
firms. 

Lamac, a long-time manufacturer 
of bottoming room equipment and 
cements was recently purchased 
from the Erie Foundry Company 
by an employe group. Appointment 
of the New England representative 
is said to be part of a program to 
increase service to the shoe manu- 
facturing field through on-the-spot 
contacts. 





| WANTED TO PURCHASE 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
For Discontinued Stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 

















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











CASH PAID FOR 
SHOE STORES 

CLOSE OUTS, JOB LOTS 

SHORT LEASES ASSUMED 

B. SABIN 

| | 101 DUANE ST. NEW YORK 7, N. Y. 

Telephone WOrth 2-2515 














Marilyn Karnes Fashion 
Director at Samuels Shoe 


St. Louris—Marilyn B. Karnes re- 
cently assumed new duties as fashion 
director of Samuels Shoe Company, ac- 


cording to Julian Samuels, Jr., a 


MARILYN B. KARNES 


spokesman for the St. Louis company. 

Formerly, Miss Karnes was advertis- 
ing and fashion director of Mannequin 
Shoes Inc., of New York. Before join- 
ing Mannequin in September, 1956, she 
was head of the design department at 
Brauer Bros. Shoe Company, St. Louis. 

Miss Karnes succeeds Jane Fischer. 
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WANTED TO PURCHASE 





WANTED TO PURCHASE 















“Uncle Sam” 
will soon prove 







are old numbers 























Sputnik and Muttnik 


LOUIS CAMITTA & SON 
91 READE “s — YORK, N. Y. 


formerly with s CAMITTA & SONS 


TOP. 


tion . 
women’s and 











- quality 


CASH 
PRICES 


* SURPLUS SHOES 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast ac- 


men’s, 
children’s shoes. 


Fine Sectwcar FOR OVER 41 YEARS 


MOSINGER- Co 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4112 Bergenline Avenue 


Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











WE PAY MORE /.,, WE ARE RETAILERS 











WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. 


Ivanhoe 1-9830 














WE BUY 


Phone or wire 
collect 





B. & R. PAYS THE LIMIT 


CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED § 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


Cc 
A 


Ben LaMonica 
Ralph Vogel 
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\ 
THE NATION'S FINEST 
CANCELLATION SHOES 


MBARIS BUYS for CASHZ777H7Zr 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 


Jobs in Fine Shoes From Fine Sources 


79-81 Reade St. - New York 7, N. Y. 


* Tel: WOrth 2- 5180 
WZ MEEEEEEEEEEEEEEEEEEEEEEEEEEEE@EEEEEEEEEEEEE@E@E]@E@ECEEEEq@q@EEEEEEEEEL “> 
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Since 1931 













Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 




















e closeouts 

e surplus 

e discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ince, ¢ BE 3-7290 
146 DUANE S$T., N.Y. C. 





TUDO 








"COMPLETE STORES ® 
! WANTE D: 


Confidential negotiations by 
: rated . . . experienced retailers 








ARRONSON BROS. & BAYROFF 


122 Duane St... N.Y.C. RE 2-4170-4171 
ee ee ee ee ee ee 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 























r Va 
lied 


OLVERINE 


OfY / 7 


SPORT SHOES 








Court Acting on Fair Cash 
Value of Selby Shoe Shares 


PorTsMOUTH, O.—Liquidation of the 
Selby Shoe Company is history but 
echoes of ramifications leading up to 
the removal of the firm from the wo- 
men’s footwear manufacturing field 
continue in the courts. 

Scioto County Common Pleas Court 
handed down a split decision on the 
petition of minority shareholders of 
the former Selby Shoe Company who 
asked for fair cash value for their 
stock absorbed in the merger with 
Rockwood & Company. 

Judge Vernon Smith ruled in an 
opinion that 15 shareholders are en- 
titled to fair cash value for their 7,989 
shares. 

The court overruled the fair cash 
claim of seven stockholders, including 
former Selby executive, Calvin Clarke. 
The seven own 2,058 shares. 

Mr. Clarke’s Bluemont Corporation, 
owner of 2,500 shares, and his Valley 
Supply Company, with 1,200 shares, 
were in the group entitled to fair cash 
value. 

The question of how much fair cash 
value is valid will be determined by 
three court-appointed appraisers. Judge 
Smith is expected to delay the appoint- 
ments to permit time for possible ap- 
peals on his ruling. 

The court’s opinion will be of wide 
legal interest throughout Ohio since 
the case is the first to be tried under 
a revised state law on fair cash value. 

The ruling does not decree how much 
Rockwood will pay for stock owned by 
the seven not entitled to fair cash 
value. 

Judge Smith decided the issue on 
briefs submitted by counsel for Rock- 
wood and shareholders following a 
hearing last summer. 

A majority of Selby stockholders ap- 
proved the merger with Rockwood No- 
vember 5, 1956. 

The minority stockholders went to 
court after Rockwood rejected their 
claim of $35 per share. They turned 
down Rockwood’s counter-offer of 
$17.25 per share. 

Judge Smith ruled that the 17 stock- 
holders had complied with four statu- 
tory requirements. 

They were able to show, Judge Smith 
held, that they had been stockholders 
sent out on the merger vote; that they 
October 25, 1956, the day notices were 
did not vote in favor of the merger; 
that they made written demand for 
fair cash value and that they delivered 
their stock certificates to Rockwood for 
indorsement. 

Mr. Clarke’s claim on 1,370 shares 
was turned down with a ruling that 
he was not a stockholder of record 
October 25, 1956. The other six failed 
to forward their certificates to Rock- 
wood for indorsement, the court held. 

According to the court, those entitled 
to fair cash value along with Bluemont 
and Valley Supply are: W. P. Minego, 
273 shares; Compon E. Sosland, 1,300; 
Kit T. Sosland, 300; N. B. Griffin, 
former Selby president and general 





Many shoe de- 
partments make this 

double profit more than 
eleven times every day. It’s 


so easy to do . . by offering 
time - proven, effective Cuboid 
Foot Balancers, featherweight 


shoe inserts. Designed with an 
entirely different concept to 
provide medically - proven foot 
relief, Cuboid Foot Balancers re- 
| tail for $6.95 a pair. Only a few 
| feet of shelf space required. 
| Write today for Cuboid Franchise 
Information, to James Sewell, 
President, Burns Cuboid Com- 
pany, P. 0. Box 658, Santa Ana, 
California. 


“Cohboids 


BURNS CUBOID CO. 
* SANTA ANA, CALIFONNIA 








manager, 225; Mrs. N. B. Griffin, 121; 
D. F. Price, 464; Charles Krick, 300; 
Mary G. Burke, widow of the founder 
of Vulcan Last Company, now Vulcan 
Corporation, 500; Charles M. How- 
land, 100; Beth L. Carson, 386; Ed- 
mund J. Kricker, 240. 

Ruled out with Mr. Clarke were: 
W. R. Daley of Cleveland, former di- 
rector of Selby, 155; Attorney F. Carl 
Daehler, 33; Harry Levine, 100; L. J. 
Vetter, 200; Grace A. Hamm, 200. 

Shareholders were represented by 
Attorneys W. L. Howland, R. K. Mc- 
Curdy, W. H. Horr and W. A. Burke. 
Chester P. Fitch of Portsmouth and 
Stanford Clinton of Chicago repre- 
sented Rockwood. 


BGS Shoe Corporation 
Names Robert Carey to Staff 











Robert Carey, who was appointed to the 
sales staff of BGS Shoe Corporation to 
represent the Buskens and Honeybugs 
lines in Missouri, Kansas, Nebraska and 
Colorado. He succeeds Gene Kinkead, 
who is no longer with the company. 
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KICK UP 
YOUR Vv 


v PROFITS 
WITH 





v 


extra business 
steady business 


TO STEP UP YOUR 
SALES FIGURES 
TO GIVE AN EXCITING 
PERFORMANCE 





LINED 
PLEATED TOE BALLET 


250 White 251 Black 
N.M 8-12 NM 12!/-3 
N,M 3!/-10 
$1.95 


Terms: 5°%/,—30 days; 31 days net. 


POPULAR PRICE SHOE SHOW 
ROOMS 519-521 
SHERATON-McALPIN HOTEL 


IN STOCK 
NOW 


WRITE FOR NEW CATALOG 





ARKANSAS 


PARAGOULD, 


87 




















Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for - 
specified margin dimensions. 

This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your G/€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 


{SERVICE 
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in children’s shoes 


the importance of 


Colored 
patent leather 





keeps 

growing and 
growing 
and 


growing! 






Courtesy 
the GERWIN SHOE CO. 


_ 


Colonial 


SPECIALISTS IN COLORED PATENT 
LEATHER FOR OVER 30 YEARS 


Blue, Copper 
and Black 


Colonial Tanning Co., Inc., Boston 11, Massachusetts er) 





The American Family 
is Grading Up 
and the Accent's Op 


anf 


GS erberich Dealers get 
their customers young, at 
kindergarten age and keep 
them straight through high 
school with the broadest 
range of sizes and the 
strongest style program in 
boys’ shoes. Gerberich’s 
styling know-how, the result 
of 38 years of experience in 
making boys’ shoes and 
nothing but boys’ shoes 
keep youngsters happy. 
Gerberich quality and work- 
manship have a strong 
appeal to value conscious 
parents. 


Gerberichs and Gee Pees are | 


in-stock and are nationally 
advertised in Boys’ Life 
and Parents Magazine. 


Building 

for the fT ' 
Future 
On the Soundest Base 


in Boys’ Shoes 











SELL B YOUTHS § 8'/2-12-3 


BOYS 1-6 
ALL 3 gi BIG BOYS 6'/2—11 


IN STOCK TO GERBERICH DEALERS 


GERBERICH 
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LOS ANGELES PHILADELPHIA IN CANADA 
. 





